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Have you seen our booklet, “COLOMBIA, THI 
CoFFEE”? It’s delightfully illustrated, and yours for the asking 
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Yes, the old one still works! All over the world there are still Model T 
Fords doing yeoman service on farms, deserts, in jungles, and even in 
cities. Similarly, all over the world there are Jabez Burns Jubilee 
Roasters doing yeoman service in small plants and large—in foreign 
countries and here in the United States. In their day, both the Model T 
and the Jubilee did much to revolutionize an industry. They were built 
well — they were built to take it— and they were built with all the 
engineering integrity possible in an era now past. BUT... 





The modern one is better. The automotive industry has come a long 
way since the Model T. Today's car is easier to operate, more depend- 
able, more economical, and gives far superior performance. Similarly, 
today’s modern THERMALO ROASTER by Jabez Burns is superior to 
the Jubilee. It guarantees a more even development of the bean from 
the center out; produces a roasted bean which is waxier in appearance 
because of the lower roasting temperature; gives a cleaner roast; 
assures better cup quality, and is easier to control and operate. 

Yes — the old one still works, but the modern one is better! 


Have you checked the advantages of replacing your old roaster 
with a modern one? 
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For uniform quality and satisfied customers 


It will pay you to use these coffees in your blends 
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is preferred --because of its 


@ True Characteristics of Mild Coffee 
@ Cultivation in High Altitudes 
@ Preparation by Best Known Methods 


Plus: Expert Care in Final Removal of Defects 
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evervone in. the coffee trade should 


impress upon the consumer that 


Coffee costs so little...... 
teeee And gives so much 


Good Coffee makes 40 cups per pound 


Coffee costs so little per cup. 


We believe 


OCTOBER. 


that these facts cannot be repeated too often 
in consumer publicity. Dealers also need to be 
reminded that coffee continues to be one of the 


least expensive and most satisfying beverages. 


Ruffner, McDowell & Burch, Inc. 
NEW YORK: 98 Front Street CHICAGO: 408 W. Grand Ave. 
SAN FRANCISCO: 214 Front Street NEW ORLEANS: 419 Gravier St. 
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TAILORS BY APPOINTMENT 


TO THE COFFEE TRADE 


As our regular “patrons” in the cof- 
fee trade know, Continental’s entire 
operation is based on the idea of hand- 
tailoring our services to fit individual 
requirements. 

That means that you get the coffee 
cans that are right for your processing 


and packing methods. You get de- 
liveries scheduled to your needs and 
not our convenience. Research and 
engineering services are available 
in the amount you need — when 
and where you want them. 
Continental would like to work 
for you, too. We promise you our 
best effort from the very first day... 
and constantly improving containers 


and services through the years 





CONTINENTAL CAN COMPANY 


Continental Can Building 


100 E. 42nd Street, New York 17, N. Y. 
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EASTERN DIVISION CENTRAL DIVISION PACIFIC DIVISION 
100 E. 42nd St., New York 17 135 So. La Salle St., Chicago 3 Russ Building, San Francisco 4 
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YOURS for the asking — 


The booklets listed below contain spectal- 
ized, detailed information on various sub- 
fects. This literature is yours for the 
asking. Merely fill out the coupon and mail. 


]—corree GRIND INFORMATION 

A 40-page catalogue containing infor- 
mation on grinding equipment and methods 
has just been issued by the B. F. Gump Co. 
Included is data on weighing, cleaning, 
feeding and blending systems, with ma- 
chinery specifications, elevation drawings of 
installations and pictures of plant setups in 
this country and Canada. B. F. Gump Co., 
Inc., 1325 South Cicero Ave., Chicago 50, 


2—insranr COFFEE DATA 

Yours for the asking is a comprehensive 
survey of the instant coffee field which 
answers such questions as: How much 
capital investment do you need to get into 
the instant market? What additional ad- 
vertising budget is neccessary for instant? 
What are your chances in competition with 
national brands? Coffee Processors, Inc., 


1111 North Halsted Street, Chicago, Il. 


3 —movern FILLING MACHINES 

This illustrated, four-page folder de- 
scribes various kinds of filling machines 
developed for today's packaging require 
ments. Among the machines are universal 
fillers, automatic augar feeds, automatic de- 
plex units, automatic tight wrappers and 
others. Stokes and Smith Co., 4900 Sum. 
merdale Ave., Philadelphia 24. 


4- COFFEE GRIND STANDARDS 

Copies of the Simplified Practice 
Recommendation on Coffee Grinds, which 
have been out of print, are now being 
made available to members of the trade 
by Jabez Burns & Sons, Inc. This ten- 
page reprint of the U. S. Department of 
Commerce pamphlet gives details 07 the 
standard grinds worked out by the trade 
in cooperation with the government. For 
a copy. write Burns at 11th Avenue and 
43rd St., New York 36, N. Y., or check 
the coupon below. 


5—corFEE MAKERS 

\ 16-page catalog, profusely illusirated, 
describes a line of coffce urns. Included, 
however, is data on a hot tea urn with 
a 60-cup capacity, and cold beverage dis- 
pensers for iced coffee and iced tea. The 
catalog also has details on accessories, 
such as repourers and faucets. Cecilware- 
Commodore Products Corp., 206 Canal St. 
New York 13, N. Y. 
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brand trends 
among 
soluble coffees 


Two-year study turns up key facts: 

















these’s no brand loyalty 
among soluble coffee users; 
price deals don’t yield long-run 
gains; overall soluble coffee 


use continues growth. 
By HAROLD RIESZ, 


Director Business Promotion and Research 
Scripps-Howard Newspapers 

















































The lack of brand loyalty among users of soluble coffee 
was the most shocking revelation of a two-year study 
recently completed among consumers in Cleveland, Ohio. 
The study was made of the purchasing habits of 354 families, 
all members of the Continuous Consumer Panel conducted by 
The Cleveland Press, which reported for 24 consecutive 
months, beginning October, 1950, and continuing through 
September, 1952. 

Only 24.2 per cent of the families who bought soluble 
coffee in two or more out of the 24 months studied remained 
loyal to one brand. About 36.6 per cent bought two 
brands, 23.7 per cent bought three. Some bought as many 
as six different brands in the two year period. 

Among those who were more frequent users—that 1s, 
the families purchasing in 13 or more months—only 11 per 
cent were loyal to one product. Twenty-three per cent 
bought as many as four, five and six brands. 

Analyzing purchasing habits in yet another way, it was 
found that even among those families buying a total of 
only one to ten ounces in the 24 months, 18.8 per cent 
bought two brands and 2.5 per cent tried three different 
products. 

The study shows that month after month, more and more 
families bought brands other than those they bought 
initially. In other words, they were disloyal to their original 
brand. For example, in February, 1951, 95 of the 354 
families studied reported buying soluble coffee. Seventy-four 
bought their initial brand while 21 defected and bought 
some other. In June of that year, out of 96 families re- 
porting a purchase, 62 were loyal to their initial brand 
while 34 defected. 
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The record shows that in August, 1952, out of the 115 
families reporting a purchase, less than one-half (55) were 
loyal to the brand they tried initially. The following 
month 110 families bought soluble coffee. Of them, only 
58 were loyal. 

A total of 271 families out of the 354 reported buying 
soluble coffee at least once during the two year period. 
Practically all . . . 265 . . . bought either Borden’s, Chase 
& Sanborn, G. Washington, Maxwell House, Nescafe or 
Sanka as their initial brand. 

The 271 families buying soluble coffee represented 77 per 
cent of all the families included in this special study. 
Thus, 23 per cent of the families made no purchase what- 
ever of soluble coffee in the two year period. The average 
user bought soluble coffee in 8.4 months out of the 24 
and bought an average of 2.1 brands. When the 52 
families who bought soluble coffee in just one of the 24 
months are eliminated, the remaining users bought in an 
average of 10.2 months and an average of 2.4 brands. 

If you consider only families making purchases in two 
or more months, the disloyalty factor jumps to 76 per cent. 

The families defecting tried considerably more than one 
brand. That is evident both from the fact that 2.1 was the 
average number of brands tried by all families and from 
a comparison of Table 2 (especially Column B) with 
Table 1. 

The fact that the column headed ‘Families buying brand 
after first trying another’ adds up to considerably more 
that the 165 families who were disloyal, has a direct re- 
lationship to the earlier revelation that some families tried 
as many as six different brands. 

Table 2 gives us a clue as to the source from which each 
brand was getting their customers and sales during the final 
months of study. The table pertains to families who tried 
the various brands (or used them regularly) during the 
two year period studied. 

The first two columns in Table 3 are the same. 

The data in the last four columns are based on actual 
customers and actual ounces bought during the last six 
months of the study—April, 1952 through September, 1952. 

None of the foregoing facts reveal anything as to the 
relative position of the brands saleswise in the Cleveland 
market. Changes are constantly taking place. The nature 
of the products change, the amount of promotional effort 
changes, the type of promotional effort changes, and so 
does the number of brands fighting for the business. 

As an example, all brands of soluble coffee in the Cleveland 
market are now 100 per cent pure coffee. During the two 
years studied, several were ‘‘carbohydrate types, notably 
Chase & Sanborn and Nescafe. These things must be kept 
in mind as you review Table 4. It depicts the standing in 
the last six months studied. 

The Continuous Consumer Panel of The Cleveland Press 
was inaugurated in October, 1947. Since soluble coffee 
was one of the classifications of products included from 
the start, interesting data are available from the panel re- 
ports on the purchasing habits of 500 families. 

In the first year, an average of 86 families each month 
reported buying soluble coffee. During the last full year, 
ending September, 1952, the average was 142 families 


each month, an increase of 65 per cent. 
and The 
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The total number of ounces bought in the first year was 
8,894: durin the last year, 17,732—an increase of better 
than 99 per cent. 

All brands showed increases in actual number of ounces 
sold. As might be expected, some lost in their percentage 
of the market potential; in one instance, almost one-third. 

Soluble coffee accounted for 11.6 per cent of the cups 
of coffee consumed in the 1947-48 fiscal year of the survey. 
By 1951-52, this had increased to 24.4 per cent. New 
brands are sure to appear. Those now on the market will 
be improved. These things, coupled with promotional 
efforts, could cause the trend toward soluble coffee to acceler- 
ate appreciably. 

The special study pointed to the fact that 55 per cent 
of the families are regular or fairly regular users of soluble 
coffee, and that an additional 22 per cent had bought the 
product once or twice during the two years studied. This 
left a virgin market of 23 per cent. 

However, for the purposes of sales approach, those who 
bought just once or twice in a 24-month period can hardly 
be considered to be sold on the use of a product. Hence, 
there really exists a market of 45 per cent who can, for 
all practical purposes, be termed non-users. 

In connection, one of the very interesting facts developed 
concerned the point at which families continued as users 
of soluble coffee. It seems that once a family uses more 
that 10 ounces, they “sold” on soluble coffee. 

Out of the 271 families in the special study who purchased 
soluble coffee sometime during the two year pericd, 51 did not 
make a purchase during the first 12 months. Of the 220 
who did, 87 bought ten ounces or less. Thirty per cent, 
26 of the 87 families, did not buy a single ounce the second 
year. 

Contrasted with this was the fact that only five of the 133 
families who bought more than ten ounces during the first 
12 months made no purchases the second year. And three of 
the five bought 20 ounces or less. 

There could be something of merchandising significance 
here. Advertising and merchandising plans should take this 
into consideration. The goal, it would appear, should be 
to have each family try at least ten or 12 ounces. 

In addition to reporting brand information, members of 
the Consumer Panel also reported purchase information, such 
as price concessions and other offers of which they took 
advantage. 

Insofar as soluble coffee was concerned, these sales 

inducements were “‘off-label’’ deals and coupons, or price 
concessions—price-cutting, if you please. Also, there was 
very little of this activity during the first year of the 
special study. Better than 98 per cent of the deals were 
reported during the second 12 months. One company spent 
$22.90 per thousand families to redeem their coupons in 
the Cleveland market during the first six months of the 
second year. Their percentage of the total market business 
increased by better than 40 percent. But during the next 
six months, when the “hypodermic” of the special price 
concessions was removed, regular sales were considerably 
below what they were during the six months just prior to 
their half year of heavy dealing. 
Their share of the market had been steadily declining. 
The dealing put a temporary jump in the sales curve. But 
after the dealing, the curve was right back where it had 
been, continuing to decline. 
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A second company spent 93.80 per thousand familics 
to buy back the coupons that grocers had accumulated from 
selling their product at 5 cents and 20 cents off on a jar. 
This was during the last six months of the special study. 
A check of the sales in the months that followed indicated 
that the company gained nothing. As in the other instance, 
the sales curve continued its downward trend. 

Couponing and price concessions such as those cited have 
yet another purpose. They are designed to invite non-users 
of a product, or of that particular brand, to try the brand. 
The study shows that during periods of dealing, sales to 
regular users of the brand increased. That portion of the 
sales made to families who had previously bought other 
brands remained about the same. 

(Continued on page 19) 





Table 1 


brand initially Defect ing Dislogai 
G. Washington 38 25 65.8 
Chase & Sanborn 29 19 65.5 
Eorden's 52 x 65.4 
Nescafe 107 67 62.6 
Sanka 16 10 62.5 
Maxwell House 23 10 43.5 
All 6 Brands 265 165 62.3 


Table 2 


Per cent of total 


Pamilies buying 
Pamilies trying brand 


brand after first 








emer geet eee trying another(B) (A) (B) 
G. Washington 38 33 53.5 46.5 
Chase & Sanborn 29 59 33.0 67.9 
Borden's 52 53 49.5 50.5 
Nescafe 107 51 67.7 32.3 
Sanke 16 33 32.7 67.3 
Waxwell House 23 65 26.1 73-9 
All 6 Brands 265 29k 474 52.6 
Table 3 
< of Customers 1 Ounces Bought 
Total families April, 1952 - April, 1952 - 
noi brand September, 1952 1 an am 
Nescafe 67.7 32.3 79.7 20.3 83.2 16.8 
G. Washington 53.5 46.5 55.0 45.0 61.3 38.7 
Borden's 49.5 50.5 58.2 41.8 65.0 35.0 
Chase & Sanborn 37,0 67.0 34.7 65.3 37.5 62.5 
Sanka 32.7 67.3 3761 62.9 23.6 76.4 
Maxwell House 26.1 73.9 25.7 7he3 34.2 65.8 
Legend: A -- Pamilies who bought brand as their Initial Brand 


B -< Pamilies who bought brand after first trying another 
Each set of columns adds to 100.0% when added across. 


Table 4 


Sales, April, 1952 - September, 1952 


Per cent of Per cent of 


Customers Ouncess 
Nescafe 36.9 56.8 
Maxwell House 20.9 13.5 
Borden's 16.8 9.7 
Chase & Sanborn 9.0 7.9 
Sanka 8.5 2.7 
G. Washington 7h 9.0 
Other brands 5 4 


*All ounce figures are actual. NO adjustment was made for 
“carbohydrate” type products. 




















Coffee and its importance in world trade 





By THOMAS J. CONROY, 


“The best barometer of the Port of New Orlean's is coffee.” 
Facts demonstrating this are brought to light in the article 
below, highlights from a detailed discussion by Mr. Conroy 
of world trade and coffee. 


Probably all of you have been reading a great deal lately 
about the necessity of increasing imports, but it is not gen- 
erally known, except to those engaged in world trade, that 
coffee accounts for over 12 per cent of the value of our total 
Coffee is now and for 


imports from the world at large. 
several years has been the 
No. 1 import of the United 
States in point of value. 

In 1951 and 1952 imports 
of foodstuffs—principally cof- 
fee, sugar, cocoa, tea, bananas, 
etc., plus some manufactured 
foodstuffs—accounted for 
over $3,000,000,000 of the 
total value of $10,750,000,- 
000 of all imports, including 
crude materials, semi-manu- 
factures, and finished manu- 
factured goods. 

Since 1947 our exports annually have been running, 
several billion dollars in excess of our imports which, in a 
large measure, is attributable to U. S. aid—hence the slogan, 
“TRADE, NOT AID”, which, of course, i: intended to 
remind us that if the United States expects to maintain 
exports at anywhere near the levels of recent years ways 
must be found to increase imports from other lands. 

It has been said that the best barometer of the destiny of 
the port of New Orleans is ccffee. It is the most widely 
distributed commodity imported by the United States and 





for this reason it has sought in the past and will seek in 
the future the channels of least resistance by which to enter 
Coffee is a perfect example of international 
trade on a sound basis, a product customarily desired and 


this country 


purchased in a country that raises none of it but in turn 
has a variety of manufactured producis to exchange. 


According to Martin’s “History of Louisiana’ New Or- 


leans imported 1,438 bags of coffee in the 1803, 


when Louisiana was transferred by Napoleon to the United 
States. It Was lot 
but it could not have been Brazil, because the 


record of coffee imported into the United States from 


year 


not a matter of record where this 


originated, 
first 
Brazil was a shipment discharged at Salem, Massachusetts, 
in 1809 cultivated in the West Indies before 


wn in Brazil, this first shipment to New Orleans 


As cotfee was 
it Was gic 
may have originated in Martinique. 

No freight moved up the Mississippi river from New 
Orleans until 1814 owing to the difficulties of navigating the 
By the year 1820 New Qrleans was entrenched 
Coffee must have been 


current. 
as the gateway of the Mississippi. 
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Vice President-Traffic 


Mississippi Shipping Co., Inc. 
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a very important item of commerce between 1820 and 1857, 
because in this latter year 531,236 bags were imported 
through New Orleans. Of course, the blockade during 
the War Between the States put a stop to imports until 
1866 when the total amounted to only 55,000 bags. 

By 1871 New Orleans had increased her imports to 
250,000 bags, but it was not until the early part of the 
present century that any considerable expansion of this 
trade took place. 

The construction of the modern port facilities of New 
Orleans began about this time, and while these facilities 
were not solely responsible for the great increase in coffee 
imports, it may truthfully be said that the increase would 
hardly have been possilble without them. 

In 1901 the total imports to New Orleans amounted to 
514,000 bags, almost reaching the total of the years just 
prior to 1860. By 1904, however, the coffee imports 
through New Orleans had doubled and by 1909 had re- 
doubled reaching a total of 2,000,000 bags In the year 
just prior to our entrance in World War II our imports 
through New Orleans had reached the enormous figure 
of over 3,000,000 bags from Brazil alone, and a total 
from all countries, including Brazil, of over 3,700,000 bags. 
The highest peak since 1920 was reached in 1945, when 
1,776,114 bags arrived at this port from Brazil alone and 
6,566,270 from all ports. 

New Orleans is the second largest port in the werld in 
the importation and distribution of coffee, New York being 
first. Other important coffee distributing centers in the 
United States are Baltimore, Jacksonville, Philadelphia and 
Boston on the Atlantic seaboard; San Francisco, Los Angeles 
and Seattle on the Pacific Coast; and Houston, Texas, in 
the Gulf of Mexico. San Francisco is the third largest dis- 
tributing centre in the United States, and Houston is now 
fourth. 

The average annual consumption of coffee in the United 
States a century and a quarter ago was about one pound 
per capita. This has steadily increased until it has reached 
18 pounds per capita in recent years. The feeling expressed 
by the coffee producing countries is that people can be taught 
to drink more coffee; that the per capita consumption of 
coffee is on the upgrade and will continue up and up and up. 

One of the major problems confronting the coffee industry 
is the finding of ways and means to increase production to 
take care of the demand the growing population of the 
United States and other countries will make necessary. This 
is just the opposite of the situation which existed during 
the period 1933 to 1940 when production so greatly exceeded 
demand. 

With the growth of the United States and the increasing 
needs of our people, I believe that in the not too distant 
future there will be a new trade and foreign policy which 
will bring about much larger imports generally and which 
in turn, will mean a continuance of exports on a scale com- 

(Continued on page 34) 
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The Geo. W. Caswell Co. was founded in 18814 by 
George W. Caswell, who set up headquarters on Howard 
Street, near Second, in San Francisco, He began in coffee 
by soliciting house-to-house and made his own deliveries 
of coffee with a horse and buggy in the old Rincon Hill 
Residential District, not far from where their present 
modern roaster plant is located. Over the years the busi- 
ness prospered, and until recently the company maintained 
the direct-to-consumer method of sales and distribution in 
the “Mountain and Pacific Coast states.” 

While this system of selling was highly successful, it 
was felt that a better coverage and wider distribution 
would be possible by selling through the medium cf retail 
grocery stores. Therefore, after a brief trial in an isolated 
territory, the change of policy was made, and a complete 
coverage is now in progress. 

The Geo. W. Caswell Co. had one great advantage in 
that they had a quality product well established with 
consumers, and a well trained sales force that knew how 
to sell their brand. 

The transition was made by sections. Old customers 
were advised that they could obtain their coffee at their 
grocers. At the same time, a concentrated advertising 
program was carried on. The old route dealers went to 
the retail grocers, and with the list of Caswell customers 
in their trading areas, were able to open account after 
account. In some instances, where a dealer refused to 
take on Caswell’s Coffee, the inquiry was so great fron 
old customers that the account was soon opened. The 
old route man not only notified his customers by mail, 
but by personal call, that the coffee could be bought at 
their regular store, and if not, to request Caswell’s and 
the grocer would soon have it in stock. This campaign 
was so successful that very few grocers did not take on 
the line where there was good Caswell distribution. 

The Geo, W. Caswell Co. is still operating routes in the 
Los Angzles area, Oregon, Washington, Idaho, Arizon. 
and Utah. Their policy is to distribute eventually through 
the retail stores in all these states. Sales are made directly 
to retailers and not to wholesalers. 

While the change-over was taking place, the Geo. W. 
Caswell Co. carried on an intensive campaign of car card 
advertising, using the local transit facilities, radio, 
television and newspapers. The Pacific Mutual Network 
carries a program built around a character called Conrad, 
the Coffee Connoisseur, and entitled, “Something to 
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case history: 


the Caswell story 





By MARK M. HALL, San Francisco ee 
Coffee & Tea Industries 


Geo. W. Caswell Co.'s modern 
steel and concrete home in 
San Francisco. 


Think About”. It runs at 6:25 p.m. Mondays, Wednes- 
days and Fridays. 

The change-over to selling through regular distributive 

channels, plus the intensive advertising campaign, has 
increased Caswell’s volume, but made their sales more 
competitive. Instead of their salesmen talking directly 
to the consumer, the Geo. W. Caswell Co. has to compete 
for the consumer's attention against many other well- 
known brands on the grocer’s shelf. In this day of 
high prices for green coffee, the main job is to hold up 
the quality and leave a little margin of profit for the 
roaster. 
Great changes have taken place in the coffee industry 
since George W. Caswell founded his company. In 1893, 
the plant was moved to 415 Sacramento Street, near San- 
some. For its period, it was a very presentable establish- 
ment. A coke roaster was used in the basement and a 
carbon arc lamp furnished light. Power came from a 
central steam plant located on Halleck Street.. Power was 
conveyed by a long belt from this plant, which also 
connected up with various concerns adjoining Caswell’s. 

Coffee was solicited and delivered on a house-to-house 
basis and the routes developed quite extensively. Along 
with coffee, tea, spices and extracts were added. Coffee 
was for the most part bought from brokers, with some 
purchased directly from the producing countries in South 
and Central America. 

In 1900, the firm needed more space and moved into 
112-414 Sacramento Street. It then occupied three floors 
and a basement and later, when more space was required, 
a connecting building on Commercial Street was acquired. 
At that time the business was a partnership. but a year 
later it was incorporated, George W. Caswell, G. H. de 
Mamiel, W. G. Badger, Thomas Ross and S. H. Harris 
were principal stockholders. In 1902 they acquired all 
the assets of Lievre Fricke & Co., doing a similar type of 
business. 

In the earthquake and fire of 1906 everything was lost. 
Within a week, however, a new plant was established on 
Franklin Street, near Seventh, in Oakland, and it operated 
24 hours a day. There also one in the Mission 
District in San Francisco. As soon as possible, they moved 
to a new four-story brick building at 530 Folsom Street, 
San Francisco. The next move was to a location on 
Second Street, and in 1934 construction was begun of 


was 


(Continued on page 34) 
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Reverse downward trend 
in Brazil’s share of U. S. 
coffee market, Leite urges 


Reversal of a trend whereby Brazil has lost some 23 
per cent of its share of the U.S. coffee market during the 
past ten years “is the primary objective of Brazilian coffee 
growers’, according to Horacio Cintra Leite, representative 
in the United States of the Brazilian Coffee Institute. 

Mr. Leite, who is also 
president of the Pan-American 
Coffee Bureau, said on the 
eve of a trip to Brazil to 
report his observations dur- 
ing the past six months in the 
United States that just prior 
to World War II Brazil sup 
plied nearly two-thirds of all 
coffee consumed in the U.S. 
Her share in 1952 had de- 
clined to slightly less than 
half, Mr. Leite said, and in 
the first half of this year 
dropped 12 per cent under the 1952 level for the like period. 

“Brazil has proceeded on the assumption that Secause 
in the past she has had the lion’s share of the US. 
market she will continue to have it,’ Mr. Leite asserted, 
“But other coffee-producing countries have little by little 
taken over areas of the market which Brazil has been 
losing by default.” 

He said that Brazilian coffee 


Horatio Cintra Leite 


“has tended to become 





merely a filler for the big processors, who mix in with 
it a variety of other types which have been tagged as 
‘special or ‘extra-savory’ through well-planned promotional 
campaigns by other coffee-growing countries. Brazilian cof- 
fees of equal or superior qualities remain semi-anonymous.” 

Mr, Leite declared, however, that “my study of the 
United States coffee market during my six months here 
as representative of the Brazilian Coffee Institute has con- 
vinced me that Brazil can recover the ground she has Jost. 

“I do not mean merely a promotional campaign, which, 
of course, is absolutely essential if Brazil is not to lose 
still more of its U.S. market, but a basic and down-to-earth 
program under which every care would be taken by ceffee 
growers and handlers to make sure that coffee shipped to 
the United States meets every market requirement. This 
the objective of the Brazilian Coffee Institute under Joao 
Pacheco Chaves and is a program vital to the entire economy 
of Brazil. 

Mr. Leite disclosed that in the first half of this year, 
according to Brazilian Coffee Institute figures, Brazil shipped 
approximately 6,600,000 bags of coffee to the United 
States against 7,400,000 in the first half of 1952. 

“Moreover,” he declared, “The indications are that this 
total will decline again in 1954 because of the heavy Icsses 
in Brazil from the recent frosts, which will cut the Parana 
crop by as much as 50 per cent and the Sao Paulo crop up 
to 30 per cent. Next year, with the continuing effects for 
the next three or four years. But the program of the Ccffee 
Institute aims at assuring growers that every bag available 
for export will be sold and preferably to the U.S. dollar 
market. Without coffee dollars in sufficient quantity, Brezil’s 
import trade will remain deficient.” 
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coffee progress 
in Angola 





In spite of deprecating comments in some countries about 
the possibilities of Portugese West Africa’s agricultural 
resources—especially coffee—the truth is that the African 
continent is far from being 


exhausted, either in area or “Six Year Plan will 
intensity of cultivation. 
boost coffee output” 


The African continent has 
an unlimited potential, both 
in the soil and in the subsoil. The Free World, through its 
most qualified representatives, are now leading a campaign 
for systematic improvement of this potential. 

In addition to a series of development plans initiated by 
various governments in the African territories, a Six Year 
Plan (1953-58) has been worked out by the Portugese 
government. This plan aims especially at the development 
of Angola and Mozambique, the most extensive Portugese 
territories overseas. Angola has 1,246,700 square miles, 
Mozambque 771,125. 

With aid made available through the plan, both areas 
should reach the level, in wealth, of any other African land. 

All this affects coffee, too. With the unfolding of the 
plan, with the general development in the standard of 
living and overall economic conditions, Angola will ex- 
perience a great upward curve in production and sale of 
coffee. 




















Angola and its coffee producing areas 


Eos 
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By JOAO ILDEFONSO BORDALLO, 
Lisbon, Portugal 


For example, a railroad will be extended to the interior, 
into zones which cannot be reached by this means at present. 
This will result in a great intensification of all agriculture 
—especially coffee—in those areas. 

As the plan is achieved, both white and colored people in 
Angola will enjoy a better standard of living, something 
that will have a great impact particularly among the latter. 
This should be of great benefit to agriculture in the region, 
since most of Angola, because of climatic conditions, can 
only be worked by the natives. 

The plan calls for 990,000,000 escudos ($34,600,000) for 
agricultural, forest and cattle-breeding improvements; 
irrigation and land improvement; and expansion of popu- 
lation. About 422,000,000 escudos ($14,800,000) will be 
for the development of electric power plants. Another 32,- 
000,000 escudos ($1,100,000) will go for improvement of 
subsoil resources. 

Moreover, a total of 1,154,000 escudos ($40,390,000) 
will go for railway construction; 246,000 escudos ($8,- 
600,000) for harbors, maritime and river transportation; 
and 32,090,000 escudos ($1,100,000) for airports. 

As you can see, the plan provides large amounts for the 
improvement of material resources, to increase population, 
and to build communication and transportation facilities. 

(Continued on page 25) 





Angola Coffee Exports 





. 
(in tons) 
Destination 1952 
Weight < Weight t 
Portugal and overseas territ. 5,905 15. 12,035 25.25 
French West Afric@....ececeee 150 0.40 60 0.13 
eee 2,328 6.20 207. 0.43 
eeeee - - 50 0.10 
2,598 6. 787 1.65 
15 - - 
9. 50 0.10 
7 33. 289 42.56 
. 260 0.55 
5. 263 0.55 
1s: 025 16.85 
2. 825 10.1 
o.¢ - - 
Ps 6 30 0.06 
? 1. 1690.35 
- - 25 0.26 
1 - - 
50 31 0.07 
1,032 37 207 
3,189 13 37 
14 3 
Totals..ccccces 7 C 00 3 100.00 47,061 100.00 


Coffee in Angola‘s Total Exports 


(in millions of dollars and escudos) 





COFFEE OTHE? ITEMS TOTAL 
Bscudos(Voliars vw Escudos(Vollars) t Escudos(Vollars) * 
459 16,1 ) 2.928,9( 36,2) 69.2 1.488,7( 52,1 ) 100.0 
19,3) 3 1.241,5( 43,4 ) 69.2 1.793,0( 62,7 ) 100.0 

26,1) 34% 1.422.541 49,7 ) 65.6 2.169,0( 75,8 ) 100.0 

53.4 ) &7.9 1.661,6( 58,1 ) 52.2 3.189,3(211,5 ) 100.0 

39,3.) 42.3 1.613,4( 56,4) 53.7 2.750,1( 96,2 ) 100.9 
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advertising . . . merchandising . . . promotion 


How roasters can tie in 
with PACB’s year-end 
“One for the Road” drive 


Coffee roasters can readily capitalize on this year's “One 
for the Road’ campaign, conducted by the Pan-American 
Coffee Bureau to help prevent highway accidents during 
the Christmas-New Year holiday season. 

The campaign is becoming a national institution. Now 
in its fourth year, it will be given more promotional backing 
than ever before. 

In addition to extensive newspaper and radio schedules, 
PABC is taking a full page in Life and in The Saturday 
Evening Post. 

Governors, mayors, editors and columnists have acclaimed 
the drive, and many other industries—such as oil and in- 
surance-—have participated. 

For roasters who want to tie in, PABC is making available 
without charge mats of the famous “One for the Road” ad- 
vertisement in 1,000, 600 and 200 line sizes, with space for 
company identification. 

In addition, PABC is supplying 11 by 16 inch posters, 
similar to the newspaper ad, with space for company identi- 
fication. 

Also available is a restaurant table-tent which can also 
be used as a menu tip-on, if cut in half, or as an ‘nsert 
in seasonal direct mail promotion, with brand imprint on 
the back. 

PABC suggests that the newspaper ad can be used for 
copy ideas for radio and television spots on roaster spoasored 
programs. 

Roasters can also develop publicity, PABC points out, by 
enlisting the aid of mayors, police chiefs, safety officials, 
editors and other public spirited individuals and organiza- 
tions. 


Scull to co-sponsor football broadcasts 


The William S. Scull Co., Camden, N. J., has assumed 
co-sponsorship, with the Atlantic Refining Co., of all radio 
and television broadcasts of the Philadelphia Eagles football 
games, both at home and away. 

Television stations in Philadelphia, Wilmington and Lan- 
caster will carry the “away” games and a network of 16 
radio stations will broadcast all the games in Philadelphia 
and on the road. 

According to R. Barclay Scull, president of the firm, some 
250 friends of Boscul Coffee in the grocery business will be 
entertained by the firm at each home game of the Eagles. 


Find Maxwell House TV commercials “convincing” 


Television viewers find Maxwell House Coffee commer- 
cials the most convincing of all TV coffee commercials. 

This opinion was revealed by Advertest Research, New 
Brunswick, N. J., cn the basis of interviews with 753 set 
owners in the New York area. 

More than half of those interviewed liked cartoon-type 


16 COFFE 


commercials and liked best a presentation which showed 
the product in use. 

Sound is as important as sight in the remembering of a 
TV commercial, Advertest reports. 

Seven out of every ten said they sometimes feel like 
critizing television advertising, mainly because “programs 
are interrupted too often” and “advertising is repetitious. 


New plan redeems premiums right in store 

Premiums which can be redeemed right in the store are 
offered as the key feature of a merchandising scheme in- 
treduced by Merchandisers, Inc.,—Minneapolis. 

The premiums can be had at a bargain price with the 
purchase of one of the sponsoring manufacturer's products. 
The two ere displayed together. The advantage of this set- 
up, according to Merchandisers, is that the premium be- 
comes an impulse item with more appeal than the mail-in 
type and the retailer is encouraged to give the sponsoring 
product much more display. 

The retailer thus realizes a profit cn the food and en- 
joys a bonus profiit on the premiums, according to the 
explanation by Merchandicers. 


Store serves coffee—and book reviews 

The Evergreen Park, Ill., branch of the Chicago Loop Fair 
Store takes time out each Friday morning to be neighborly 
with shoppers. For one hour customers knock off shopping 
and have a cup of coffee and refreshments on the house. 

While they rest their feet and enjoy a snack, the store 
stages a fashicn show, has a critic give an oral book review 
or presents beauty hints. 


Coffee service recognized 

Edward Tewsley and his wife were presented a resolution 
of appreciation from the Detroit Fire Commission for serving 
500 cups of coffee to firemen who battled a five-alarm fire 
near their restaurant. 


_ a Rast 


By Douglas H. Wood 























"Dear, you know those coffee sacks you brought home? .. .” 
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Out of the grinder 








How to live to be 105 


Mrs. Angeline Rauseo, of Elizabeth, 

J., was 105 years old recently. 
She drinks 12 cups of strong 
coffee every day. 

While she marked her birthday, her 
72-year-old son celebrated his 50th wed- 
ding anniversary. 

Mrs. Rauseo who worked as a vegetable 
picker until the age of 90, still picks 
dandelions and greens for market daily, 
does some household chores and spends a 
lot of time playing with her two great- 
grandchildren. 


N. 
italian 


Schneider’s coffee answer 


From Lou Schneider, Trade Winds 
columnist and self appointed avenging 
angel of the coffee industry, comes this 
portentous note: 

“Coffee may soon have a synthetic com- 
petitor. A reader writes he has been 
testing one for some time and is ready 
for commercial production. He promised 
additional details.” 

We'll wait 


Hijackers take coffee 


Hijackers drove away a truck con- 
taining 1,200 pounds of coffee and a quan- 
tity of tea, chocolate, and spices from 
in front of a Chicago restaurant recently. 

The empty truck was found abandoned 
later a mile and half away. 


“Good Neighbors” in action 


An interesting extension of the ‘Good 
Neighbor Policy” came to light recently 
when it was revealed that Otis Me- 
Allister has established a scholarship for 


a Guatemalan student who is studying 
Tropical Agriculture at the University 
of Florida. 


The scholarship fund, set up in 1952, 
is being continued through a second year, 
according to J.B.S. Johnson, of Otis Me- 
Allister. 


40 cups of coffee 


Capitol Records advises that one of 
their best sellers currently is Ella Mae 
Morse’s recording of “Forty Cups of 
Coffee.” 


NCA’s weekly letter points out there 
might be a good opportunity here for 
roaster members to suggest a special 
display in local music shops. Forty cups 
of coffee surrounding copies of the *ecord 
should be an eye-stopper in any window. 

Forty cups—and one pound of coffee. 


British try ‘‘coffee cruises” 


A novel idea sponsored by British 
Railways in their Scottish steamer services 
is the introduction of “coffee cruises”. A 
fleet of fast, small diesel units with small 
crews and modern layout is going into 
service on the Firth of Clyde. Holiday- 
makers there will be offered cheap one 


to two hour “coffee cruises” in the 
morning, while the vessels are not on 
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normal passenger service, to fill in time 
and to make maximum continuous use 
of the ships. 

Each of the ships has its own modern 
galley where modern beverage making e- 
quipment has been installed. Coffee, fresh 
roasted and fresh ground for each meal, 
will be used on the “coffee cruises,” which 
are the first of their kind in Britain. 


Boil coffee to taste? 


If you dig, you can find more strange 
notions about how to make coffee than 
how to find the pot of gold at the end 
of the rainbow. A 

Here are some pippins, collected frst 
hand by Mrs. Joan Marks, demonstrator 








than II years ago. It is still in efficient operation. Since that time 
they have installed four more Bar-Nun units. 


for the London Coffee Buyers Association, 
as reported in the Coffee Trade News, 
London: 

“Place coffee plus a pinch of salt in a 
saucepan, cover with cold water, bring 
to the boil and simmer for three hours! 

“Place coffee in a jug, cover with cold 
water, leave for 24 hours, strain off the 
liquid and use as required. 

“Place coffee in a saucepan, add boiling 
water, leave ten minutes and strain off 
liquid. Put cold water on the remaining 
grounds and boil for one-half hour. 

“Methods with Cona machines and per- 
colators. Put cold water into container, 
place the coffee container in position and 
allow to boil one-half to one hour. 

“Add chicory, salt, mustard, nutmeg.” 


THIS BAR-NUN USER* SAYS: 


“We consider the Bar-Nun 
Weigher to be high!y ac- 
curate and more dependa- 
ble than any other similar 
type of 
which we have had ex- 


equipment with 


perience.” 


*NAME ON REQUEST 


This user really speaks from 
experience." They bought 
their first Bar-Nun ‘Auto- 
Check" Net Weigher more 


Like This Experienced User, You Can 
Gain New Savings with a BAR-NUN. 


Accuracy and dependability of Bar- 
Nun “Auto-Check” Net Weighers cut 
operating costs for Coffee Roasters. 
The No. 25 model shown in this 
picture weighs any weight from the 
small packets up to 114 pounds— 
within 1/32nd of an ounce, plus or 
minus. This variation is guaranteed 
to be the maximum. The average 
variation is much less. Most weights 
will be exactly in balance. Operation 
is dependable as this Roaster confirms. 
To change from one weight to a1- 
other is a simple adjustment. 





EDTBAUER -DUPLEX 
WET WEIGHERS 





IDEAL GREEN 
COFFEE C.EAWERS 
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If YOU are not yet weighing your 
coffee on a Bar-Nun “Auto-Check” 
Net Weigher, overweight losses may 
be cutting into your profits. The loss 
may amount to enough to pay for a 
Bar-Nun within its first year of ser- 
vice. Write today for complete de- 
tails on the Bar-Nun model that will 
stop that leak in your profits. 


B.F. Gump Co. 


Engineers and Manufacturers Since 1872 
1312 So. Cicero Ave., Chicago 50, Ill. 


IDEAL COFFEE 
ELEVATORS 


BAR-NUN WEIGHERS 
AND BAG FEEDERS 


GUMP COFFEE 
GRAWULIZERS 














now! only vaculator 
cuts your service costs 


vA ways! 


di 


reduces glass breakage 
up to 50%! 


¢ SEMI-WIDE NECK 
to reduce chipping 
when filling or pouring e HAND-TITE HANDLE 

© TEAR-DROP SHAPE easily changed in 
to ease shocks seconds 

¢ RUBBER-CUSHIONED  PYREX-brand GLASS — 
HANDLE to soften bumps tops for resisting heat 


e UNIFORM GLASS — no 
thick or thin spots 


Supply your customers with VACULATOR 
bowls—it’s like giving them one month’s sup- 
ply of bowls FREE every two months! So, get 
the simplest line—ONE bowl—ONE handle 
—ONE bushing... 
get VACULATOR. 


only vaculator 
gives you America’s most 


trouble-free range 
With the new "SNAP-IN” HEATING ELEMENT 


Here’s real ECONOMY in a coffee-maker 
range. Low-priced to begin with . . . and so 
trouble-free it practically eliminates service 
calls and service costs. Amazing new Snap-In 
Element is so easy to change, even a child can 
do it. Just lift out the old... snap in the new 
. . » PRESTO! The heating element is re- 
placed in seconds! Only VACULATOR gives 
you this time-saving, money-saving element! 


Write Today 
For Full Focts 





311 N. Desploines St. 
Chicago 6, Ill. 





only vaculator . 





| | Solubles 


|New General Foods instant 


coffee plant in Jacksonville 
will be one of country’s largest 


The instant coffee plant which the Maxwell House Di- 


| vision of the General Foods Corp. will build in Jacksonville 
| will be one of the largest in the nation, William H. Dowl- 
| ing, local manager, has announced. 


The plant is expected to be completed by Oct. Ist, 1954, 


| he said in a talk to the Jacksonville Propeller Club at a 
| dinner meeting in the Roosevelt Hotel. 


It will be about two-thirds the size of the company’s main 


| instant coffee plant in Hoboken, N. J., he said. 


The plant will be located next to the firm’s existing facili- 
ties at 735 E. Bay St., where regular coffee is processed for 
delivery to five Southeastern states. 

When the new plant goes into production the company’s 
total local output will be doubled, from 40,000,000 to 
80,000,000 a year, which will enhance Jacksonville's im- 
portance as a coffee port, he said. 

The project will consist of a three-story office and ware- 
house building, 95 by 150 feet, and an instant coffee pro- 
cessing tower, 50 by 95 feet and slightly taller than the 
office structure. 


Ehlers repacks instant coffee in glass 


Albert Ehlers Inc., Brooklyn, N. Y., release a new radio 
and TV sport campaign on local stations, featuring its new 
instant coffee. 

With the help and advice of American Food Merchandis- 
ing Council, a group of specialists in the retail food field, 
the company’s instant coffee has been repacked in glass. 
Formerly it was sold in tins. 

The new glass jars are considered more functional from 
the consumer's point of view, offering greater convenience. 
For the merchant, it offers quicker shelf identification and 
more eye-appeal. 

As in the case of Ehler’s regular grind coffee, the fack- 
age for which was redesigned earlier this year, the traditional 
Ehlers color combination of red and blue has been retained. 
Typography has been modernized and made easier to read. 


Prices upped on instant coffees 

For the first time in more than two years, packers of 
instant coffees have raised their prices. 

The move reflected higher green coffee prices, especially 
since the July frosts in Brazil. 

Two-ounce jars were raised 40 cents a case, a little 
more than three cents a jar. On five-ounce jars the increase 
was $1.03 a case; or eight and a half cents a jar. On six- 
ounce jars the rise was $1.60 a case, about 13 cents a jar. 


Pream in new individual packets 

New single serving packets for Pream, the dry soluble 
cream for coffee or tea, are made of a lamination of reverse- 
printed acetate, foil and Pliofilm. 
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brand trends 
among soluble coffees 


(Continued from page 11) 





Another bit of evidence is the number of deals bought 
per family. In one instance, 46 families buying one brand 
bought 84 deals. The next month 48 families bought 74 
deals. In yet another month, 31 families bought 78 deals. 
The net result of this dealing was that families had a field 
day stocking up at what amounted to a cut price. 

Several very pertinent questions come to mind here. Is 
it wise to cut prices for periods of as long as six months? 
And can you then expect customers to be convinced that 
the product is worth its regular price when the dealing 
stops? If the company can afford to sell the product five to 
20 cents off on a jar for six months, why can't it sell at 
the reduced price all the time? 

The survey also points to the kind of advertising that needs 
to be done. In the first place we have 55 per cent of the 
families who are fairly regular users of soluble coffee. 
It is among these families that the bulk of the disloyalty 
to brands was found to exist. 

People undoubtedly do not regard themselves as disloyal. 
But for one reason or another they have the desire to try 
more than one brand. Some would probably try a dozea, if 
there were a dozen to try. With six principle brands in the 
market, the study found that some families tried all six. 


Advertising approach 

Thus a very competitive type of advertising is needed 
to do two jobs. Its first job is to convince users of the 
product being advertised that theirs is the best product on 
the market and that there is no need to try any other brand. 
Its second job is to convince those who are using another 
brand—and who feel they should try something else to be 
sure they are using the best—that the product advertised 
is the one for which they are looking. Since people have 
the will to defect, as the survey proves beyond a doubt, 
this second job of the competitive type of advertising is 
really an opportunity. 

The study also suggests that a pioneering type of ad- 
vertising is also very much in order, The 45 per cent 
of the families who are practically non-users of soluble coffee 
(23 per cent of actual non-users, and 22 per cent purchasing 
just once or twice in 24 months) need to be sold on the 
benefits of using soluble coffee. 

Regardless of type, the advertising needs to be consistent. 
We are talking about a product that is used every day 
of the week, 52 weeks of the year. This means frequency 
of purchase. And remember that all but one of the brands 
in the study had better than 60 per cent disloyalty among its 
customers. 

The need for keeping a brand name before the public 
eye, and all the reasons why a particular brand is good 


or the best, exists every week of the year. Those who are in’ 


the soluble coffee business, or intend launching a soluble 
coffee product in the future, can cut themeselves an enviable 
piece of the market pie by remembering to do their adver- 
tising consistently and as near to the day on which people 
do the bulk of their grocery store shopping as possible. 

Being a newspaper man, I can advance a lot of sound 
reasons why daily newspapers should figure heavily in any 
advertising plans. 


GOCrOoeser, €9S3 








Regardless of the reason 


SOLUBLES 


DEMAND ATTENTION 


MORE of your regular coffee customers 
are turning to Solubles 


HOLD them to your brand with high-grade 
powder made and packed for you by 


THE HARRISON CO. 


Coffee Processors 


601 West 26th St., New York I, N. Y. 
Phone: Algonquin 5-3914 




















Crops and countries 


coffee news from producing areas 


IBC to advance 100,000,000 
cruzeiros in credit to coffee 


growers hit by Brazil frosts 


The Instituto Brasileiro do Cafe will advance 100,000,000 
cruzeiros to producers in regions affected by the recent 





frosts. 

Financing will be effected through the Bank of Brazil and 
will bear interest of seven percent annually. 

Under its constitution, the Institute has the power to render 
direct assistance to coffee producers. The present step is 
being taken pending Congressional sanction of a law enabling 
the government to open the necessary credit. 


Paranagua coffee shipments up 20% 


Exports of coffee through the port of Paranagua during 
the 1952-1953 crop season were 3,432,438 bags, up 562,968 
bags, or nearly 20 per cent, from last crop season’s total of 
2,869,470 bags, according to the Statistical Service of the 
Coffee Trade Center of Rio de Janeiro. 

Paranagua thus took second place after Santos, in order 
of volume of coffee exports. 

Santos marked up a total of 7,785,763 bags, an increase 
of 66,613 mags over the 1951-1952 figure of 7,719,150 bags. 

Total coffee exports for the season, the statistics showed, 
were 15,278,387 bags. 


Rio de Janeiro shipped a total of 2,841,038 bags, Victoria, 
956,199 bags, and Angra dos Réis, 176,468 bags. 

The two remaining ports handling coffee, Salvador, and 
Recife, shipped 67,079 and 19,402 bags respectively. 


Estimate frost impact on future crops 

Brazilian authorities continue to weigh the impact of the 
recent frosts on the coffee production outlook, it is reported 
by Octavio Veiga, Santos correspondent of Coffee & Tea 
Industries. 

The director of the coffee department of the Federation 
of Rural Associations of the State of Sao Paulo put the 1953 
crop at 16,000,000 bags, with exports at 15,500,000 bags, 
leaving a stock for the 1954-55 season of 500,000 bags. 

Production in the 1954-55 season, he estimated, would be 
14,500,000 bags, with the same output in the 1955-56 season, 
leaving a considerable deficit in predicted export needs. 

On the other hand, the Institute Brasileiro do Cafe figured 
the 1953-54 crop at 16,939,000 bags. The average volume 
available for export has been 14,831,111 bags, IBC notes, 
while the average exports for the past four years has been 
16,207,000 bags. IBC therefore saw an average annual 
deficit of 1,375,889 bags. 


Colombia’s coffee industry gets own bank 


Colombia has issued a decree authorizing the National 
Federation of Coffee Growers of Colombia to subscribe up 
to $20,000,000 from the national coffee fund for shares in 
a commercial bank to be known as the Banco Cafetero. 

The principal objective of the bank will be the financing 
of all phases of coffee production and other agricultural 
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Plans readied for NCA 
Boca Raton convention 


Plans are being whipped into final shape for the 
1953 convention of the National Coffee Association, being 
held November 16th-19th at Boca Raton, Florida. 

Under the theme of “The Challenge Facing Coffee’, 
buisness sessions will have a twofold objective: (1) 
summing up problems current'y facing both coffee pro- 
cessor and grower; (2) discussing means to solve these 
problems through better utilization of existing “tools,” 
and the creation of new ones where needed. 

A rounded social and recreation program, making full 
use of the superb Boca Raton facilities, is also being 


readied, 








activity. The Federation will be the sole shareholder in this 
bank, and the bank may be a shareholder in the govern- 
ment’s Banco de la Republica. 

The coffee bank will be subject to the same taxes as ctber 
commercial banks. 

The board will be composed of five members, three ap- 
pointed by the Federation, and two chosen by the president 
of the Republic from a list submitted by the bank board 
itself. 

It is expected that creation of the coffee bank wiil free 
commercial bank credits for channeling into other economic 
fields. 

The Banco Cafetero is expected to begin operations early 
in 1954 following preparation of its bylaws and their ap- 
proval by the superintendent of banks, and after the financial 
arrangements have been made. 


El Salvador crop hurt by unseasonal rains 


Heavy and inopportune rains appear to have cut pros- 
pects for El Salvador's coffee crop in the 1953-1954 season. 

On the basis of preliminary interviews with coffee grow- 
ers in the various producing zones, crop prospects appear to 
have been impaired not only by the rainfall, but also by 
premature flowering in some areas. 


India may have coffee to export 


India may have over 6,000 tons, or about 102,000 bags, 
of coffee available for export from the current crop, it is 
reported by Valale Chacko, editor and publisher of Planting 
& Commerce, Ernakulam, India. 

The government's efforts at bringing down prices have had 
some effect, the reduction being about Rs.30/- to 40/- per 
cwt. since January last. 

With uncertainty regarding how much further the govern- 
ment would force prices down, the trade is reluctant to 
commit itself to large inventories and the result is that 
less coffee trickles down to the distributive channels and 
more coffee remains with the Board. 


Indonesia lifts export ban on coffee 

The Indonesian export ban on coffee has been lifted, 
the Indonesian Finance Ministry has announced, It is now 
again possible to apply for export permits. No decisions 
have been taken on an extra Indonesian duty on coffee 
which remains unchanged at 15 per cent. 
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GABRIEL DE PAULA S/A 
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Quality Coffee Exporters 
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Serving the Coffee Trade since 1927 


FAIRCHILD & BOLTE, 91 Front Street, New York 5, N. Y. 
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Premium need will grow 
as food competition stiffens, 
Premium Conference hears 


“As competition gets keener and more alike in its activities, 
new ways to stimulate sales must be developed.” 

This warning was sounded at the Premium Advertising 
Association of America’s annual Premium Advertising Con- 
ference by Donald R. Grimes, president of the Independent 
Grocers’ Alliance. 

The Premium Conference was held in conjunction with 
the New York Premium Show, sponsored by PMMA and 
managed by Arthur Tarshis. 

A new high in premium interest at show was reported 
by Gordon C, Bowen, PMMA president. More than 5,000 
products were displayed by about 300 exhibitors. 

Three other experts at the Conference detailed the how's 
and why’s of premium promotion in the appliance industry, 
direct selling and on radio and TV. 

The other speakers were Seymour Mintz, vice president, 
Admiral Corp.; L. R. Bressler, vice president, Stanley Home 
Products; and Joseph A. Moran, vice president, Young & 
Rubicam. 

Mr. Grimes declared that “in our organization we have 
developed three types of premium programs, in-store fre- 
minum promotions, a sustaining premium program used to 
promote our own IGA brands, and the IGA Premium Club.” 

Mr. Grimes said that the 5,000 IGA retailers wno buy 
from 75 distribution points in 38 states have reduced their 
operating costs from 17 or 18 per cent to between 10 and 


12 per cent during the past 15 years. Now that these 
independently-owned stores have improved their purchasing 
and distribution to the point where they can compete with 
chain stores. “They think in terms of retailing and building 
volume,” he declared. 

IGA in-store premium promotions have been most etfective 
when chinaware and silverware were used as premium 
items, he said, but “some enterprising premium house is 
going to come up with something better than china and 
silverware and they are going to cash in on it.” 

He reported that “in one territory the promotions wcre 
designed to increase sales the first part of the week, theieby 
spreading the total volume, rather than having it coacen- 
trated on Friday and Saturday.” 

The IGA sustaining premium program offers the retailer 
a coupon with each case of an IGA brand, the coupons 
being redeemable for a variety of merchandise. This pro- 
gram, he said, “has been most effective primarily becausc it 
keeps the retailer's interest up, day in and day out.” 

Describing the “tremendous possibilities’ of the IGA 
Premium Club, Mr. Grimes said that a test of this plan in 
seven wholesale territories has been so successful that the 
promotion is being expanded nationally and one million 
consumers will get IGA Premium Club catalogs. 

Under the IGA Premium Club Plan, the consumer re- 
ceives a catalog showing a variety of merchandise and 
giving two prices for each item—the retail price (‘not 
necessarily the list price’), and the IGA Club price. The 
consumer saves cash register receipts from an IGA store 
totalling the amount of the list price, and sends them along 
with cash for the premium price to IGA Premium Club 
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How’s your “coffee credit” ?! 
This bank finances coffee every step of the way... from 
the bean to the bag. Through our worldwide credit Los Angeles 
facilities, we help the coffee grower and the shipper 
in foreign countries...the importer in the United States 
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over the counter. As the world’s largest bank, Bank 
of America is always ready to help you with “coffee 
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connections. 
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headquarters, thus buying the item at a substantial saving. 
“The average order for premiums at the present time 


is about $11.00” Mr. Grimes said. ‘We understand this is a | 


very high average for the premium business.” 

Mr. Grimes said that ‘premiums in our opinion are com- 
ing into their own as sales stimulators and we in the food 
business are more conscious of this type of activity because 
as the future envelops us we find ourselves surrounded by 
more and keener competition.” 


Coffee price increases are result 
of crop damage in Brazil, Aborn says 


Edward Aborn, president of the National Coffee As- | 
sociation, said last month in a statement to the press that | 
recent price increases are a logical outgrowth of unseasonal | 


f 
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Green Coffee 
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weather which severely damaged crops in Brazil during | 


July. 


which caused a hike in fruit, vegetable and even meat 


prices in this country, Mr. Aborn added that reports of | 
frost damage to the 1954-55 crop have been confirmed by | 


authoritative U.S. representatives in the affected areas. 


“What few consumers realize,” said the NCA president, 
“is that the coffee tree is a tropical plant and 1s ex- | 
In an ideal ceffee- | 


tremely sensitive to low temperatures. 
growing climate, the mercury never drops lower than 65 
degrees. During July and August, certain areas of Prazil 
experienced temperatures in the middle thirties.”’ 


Asked why curtailment of 1954-55 crop prospects should | 


affect roasters’ prices, Mr. Aborn explained that roasters 
prices are dependent on the price the coffee farmer receives 


for his green coffee. The increase in price of green coffee | 
has been the normal result of anticipated reduced supplies. | 
On the other hand, expected bumper crops react on prices | 
well in advance, and roasters, by competition, are forced to | 


reduce prices. 
Mr. Aborn assured consumers that there are ample 
supplies of coffee on hand to meet world consumption. 


Venezuelan line announces new schedules 


The Venezuelan Line, operated by the Compania Vene- | 
zolana de Navegacion has completed taking over Venezulean | 
flag units formerly operated by Flota Grancolombiana, ac- | 


cording to Delfin Enrique Paez, Consul General in New 
York of Venezuela. 


“The Venezuelan Line is now in a position to start | 
service with the United States, and when the new ships | 
now being built in Holland are delivered, the Venezuelan | 
Line will have an aggregate tonnage of 100,000 tons of | 


fast, efficient, refrigerated combination freighter and passen- 
ger boats,” said Consul General Paez. 

According to the consul, the SS Ciudad de Valencia, 
Ciudad de Maracaibo, Ciudad de Barquisimeto, will call regu- 
larly at New York, directly from La Guaira making the 
trip in five and a half days. 


The Venezuelan Line will also maintain a weekly service | 
from Maracaibo to New York with the SS Tachira, Falcon, | 
Nueva Esparta and Anzoategui making the trip in eight and | 


a half days. 

Direct service will also be maintained with New Orleans, 
Houston and Mobile. 

New schedules have also been approved from La Guaira 
to Montreal and Quebec, via San Juan, Puerto Rico. 
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coffee progress 











Charles G. Lindsay 


John F. McKiernan 


Coffee advertising problems, 
economic squeeze on growers 
outlined at Virginia meeting 


Current coffee problems were outlined at the fifth annual 
Virginia World Trade Conference, a two-day meeting at the 
Hotel John Marshall, Richmond, Va., by representatives 
of the United States industry and producers. 

John F. McKiernan, executive vice president of the 
National Coffee Association, called for more use of ad- 
vertising and public relations efforts on the part of the 
coffee industry to make consumers more familiar with the 
product, and the problems involved in its distribution. 

The Latin American farmers who supplied 93.7 per 
cent of United States coffee imports, totaling $1,375,221,000 
in 1952, are being caught in an economic squeeze that 
has sharply increased production costs, the conference was 
told by Charles G. Lindsay, manager of the Pan-American 
Coffee Bureau. 

Mr. Lindsay listed two major items as factors in the 
difficulties faced by the growers: 


(1) The drastic up-pricing in recent years of American 
farm equipment, machinery, fertilizers and insecti- 
cides imported by Latin America from the United 
States. 

(2) The industrialization programs in many coffee-pro- 


ducing nations which have started a see-saw labor 
struggle between farm and factory, resulting in a 

sharp increase in labor costs. 
Of the imports by Latin America of machinery and other 
farm necessities, Mr. Lindsay said, ‘The bulk of these 
things are imported from the United States. As we all 


well know, the prices American manufacturers have had 
to charge for them have risen steadily over the past several 
years. This, of course, has had its effect on the coffee 
farmer.” 

As to labor and other costs on the coffee farms, Mr. 
Lindsay pointed out that price and wage inflation marks 
many Latin American economies. 

“Many coffee-producing nations have been making strong 
efforts to industralize,’ he explained. This has meant 
growing competition for workers between agriculture and 
industry, with a consequent bidding up of the price of 
labor. While in the long run this is beneficial, since it 
will mean a higher standard of living—and from our 
point of view increased trade prospects with these coun- 
tries—its immediate and inevitable effect has been to 
augment the coffee farmer’s already ample burdens.” 

Mr. McKiernan said that as a prime stimulator of inter- 
national trade there are few if any, products that ex- 
ceed the influence of coffee. 

“Last year,” he pointed out, “this country soid to 
the coffee countries of Latin America three and one third 
billion dollars worth of U.S. products and services. These 
U.S. exports were stimulated by, and in a major measure 
guaranteed by, the one and a third billion dollars we 
paid for their coffee.” 

The NCA official told the gathering that this two-way 
trade has proved mutually beneficial by helping us main- 
tain the highest employment and take-home pay ia our 
history and helping Latin America to improve its ¢wn 
‘ving standards. 

Observing that the story behind coffee is not too well 
known to consumers, Mr. McKiernan said he thinks the 
industry has been too busy trying to sell coffee. 

“Perhaps less selling and more telling of the story of 
coffee “is in order,’ he added. ‘When the family bread- 
winner asks, ‘where does the money go?’ it strikes a familiar 
note. It goes for many things, but less of it is going for 
coffee than heretofore—even at present prices.’ 

Mr. Lindsay told the conference that on the subject 
of coffee and coffee production there exists in the United 
States a “rather surprising’ lack of information, along 
with a great deal of misinformation. 

He pointed out that the coffee crop cannot be adjusted 
from year to year to meet demands as can wheat, corn, 
and other farm “‘annuals.” 

“The coffee farmer must wait five years after planting 

(Continued on page 34) 
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coffee progress 
in Angola 


(Continued from page 15) 





As far as Portugese West Africa export tonnage is con- 
cerned, it has risen from 248,579 tons shipped out of Angola 
in 1936, to 463,674 in 1952. In 1951 record 531,456 tons 
were exported from Angola. With 1936 as an index at 100, 
1951 was at 213.8 and 1952 at 186.5. 

In value, the rise in exports from Angola has been even 
sharper, from 307,900,000 escudos ($10,800,000) in 1936 
to 2,750,100,000 escudos ($96,200,000) in 1952—or, on an 
index basis, from 100 in 1936 to 893.2 in 1952. In 1951, 
the peak year, the value of Angolas exports reached 3,189,- 
300,000 escudos ($111,500,000). 

Figures for 1952 are to be taken with reservations on 
their meaning. They reflect measures by our outhorities 
to protect our currency, threatened by a strong credit balance 
in the European Payment Union. As a result of these 
measures, Angola—which in 1951 was in first place in 
Portugese exports—in 1952 was compelled to seek new 
markets, with a consequent decrease in import values. 

Coffee is without doubt the most significant commodity 
in terms of the value of the exports from Angola, although 
this value is not in relation to weight in the totals. 

In the accompanying figures on the exports of Angola 
coffee, a remarkable deviation of exports during 1952 can 
be noted. The United States became the great market for 
th coffee last year, a change which again reflects the measures 
taken by the Portugese authorities because of the country’s 
creditor position in E. P. U. 

The part played by coffee in Angola’s export picture can 
be seen from another of the accompanying tables. 

The upward curve in Angola’s coffee exports can be seen 
in this summary for periods comprising five years: 

1933-37, 76,408 tons exported, index at 100; 1938-42, 
87,679 tons, index 114.7; 1943-47, 169,116 tons, index 
221.3; 1948-52, 250,321 tons, index 327.6. 

Production of Angola coffee is spread throughout its 
various regions, as indicated in the accompanying map. 

At present Angola’s coffee output is estimated to consist 
99.5 per cent of Robustas, the remainder Arabicas. 

The number of coffee trees totals 152,000,000, with the 
figure expected to rise to 175,000,000 in 1954. 

An Angolan coffee tree produces about 360 grams of 
coffee beans. It can therefore be calculated that with 175,- 
000,000 trees, production will be about 63,000 tons. 

However, coffee growing is expanding considerably at the 
present time, and we can see that this figure will be surpassed 
in the near future. 

Achievement of the Six Year Plan will also provide ex- 
cellent conditions for the further development of coffee in 
Angola. 


French Cameroons set coffee taxes 


Export production taxes of two per cent ad valorem on 
green Arabica coffee, five per cent ad valorem on all other 
green coffee, and a turnover tax of two per cent ad valorem 
on all green coffee, were put into effect in the French 
Cameroons. 

Formerly, all green coffee was exempted from these ‘axes. 
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Need More Volume? 


We don’t claim Muller’s cereal 
improves good coffee but you'll be 
surprised how little it detracts from 
flavor. Not only is it pure and 
wholesome but what it does to re- 
duce cost in a blend is something 


to cheer about. Want samples? 


E. B. MULLER & CO. 


Branches 
53 Wooster St. New York City 
333 Girod St. New Orleans, La. 
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COFFEE FILTER PAPERS 


We maintain stocks in New York 
to fit all sizes of urns at very at- 
tractive prices. 


H. REEVE ANGEL & CO., INC. 
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NOPAL LINE 


Regular service 


New fast Norwegian motorships 
BRAZIL/U.S. GULF 
COFFEE SERVICE 


The Northern Pan-American Line, A/S 
OSLO 





Agents 


New Orleans—Bieh! & Co., Inc., Pere Marquette Bldg. 
Houston—Biehl & Co., Cotton Exchange Bldg. 
Chicago—F. C. MacFarlane, 2520 Bankers Bldg. 
Detroit—F. C. MacFarlane, 945 Free Press Bldg. 
Santos/Rio—Agencia de Vapores Grieg S/A 

Paranagua—tTransparana Ltda. 


Buenos Aires—lInternational Freighting Corporation, Inc. 











New York—Dichmann, Wright & Pugh, Inc., 44 Whitehall St. 











FAITHFUL SERVANTS 
OF THE COFFEE TRADE 


Operating on regular itineraries geared to the 
needs of the coffee trade; swift, modern Grace 
Line Santa ships provide year-round American- 
Flag service from the Coffee Ports of: 


COLOMBIA 
VENEZUELA 
ECUADOR 
PERU 
and West Coast of 
CENTRAL AMERICA 


to 


NEW YORK 


LOS ANGELES 
JACKSONVILLE 
t 
PHILADELPHIA aes iaicnmeaal 


BOSTON SEATTLE 
BALTIMORE VANCOUVER, B.C. 


GRACE LINE 


10 Hanover Square, New York 5, N. Y. 
Tel. Digby 4-6000 


Agents and Offices in All Principal Cities 











TO NEW ORLEANS AND OTHER U.S. GULF PORTS...FROM 


PARANAGUA, SANTOS, RIO DE JANEIRO, VICTORIA 


Regular weekly sailings 


WEST AFRICA. 


LUANDA, LOBITO, MATADI, AMBRIZ, AMBRIZETTE, PORTO amaoins 


Regular three week sailings 















MISSISSIPPI SHIPPING COMPANY. INC + NEW ORLEANS 


AGENTS: F I 
ZG @ RIO DE JANEIRO: DELTA LINE, INC. 

Rua Visconde Inhauma 134 

SANTOS: DELTA LINE, INC. 
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Rua 15 de Novembre 176-178 
LUANDA & LOBITO: 
Sociedade Luso-Americana, Ltda. 


MATADI: 
Nieuwe Afrikaansche Handels Vennootschap 
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A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


Ports and dates are subject to change, 
should exigencies require. Moreover, lines 
may schedule sailings not shown in this 


schedule. 


Abbreviations for lines 


Alcoa—Alcoa Steamship Co. 

Am-Exp—American Export Lines 

Am-Pres—American President Lines 

ArgState—Argentine State Line 

Am-W Afr—American-W est African Line 

Barb-Frn—Barber-Fern Line 

Barb-W Afr—Barber-West African Line 

Barb-Wn—Barber Wilhelmsen Line 

Brodin—Brodin Line 

Cunard—Brocklebanks’ Cunard Service 

Delta—Delta Line 

Dodero—Dodero Lines 

Eli-Buck—Ellerman & Bucknell S.S. Co. 

Farrell—Farrell Lines 

Grace—Grace Line 

Granco—Transportadora Gran 
Colombiana, Ltda. 

Gulf—Gulf & South America Steamship 
Co., Ine. 

Hol-Int—Holland-Interamerica Line 


IFC—I.F.C. Lines 
Independence—Independence Line 
Isbrandtsen—Isbrandtsen Co., Inc. 
ltalian—ltalian Line 
JavPac—Java-Pacific Line 
Lloyd—Lloyd Brasileiro 
Lykes—Lykes Lines 
Maersk—Maersk Line 


Mormac—Moore-McCormack Lines, Inc. 
Nopal—Northern Pan-American Line 


Norton—Norton Line 
NYK—Nippon Yusen Kaisha Line 
PAB—Pacific Argentine Brazil Line 
PacFar—Pacific Far East Line, Inc. 


PacTrans—Pacific Transport Lines, Inc. 


Pioneer—American Pioneer Line 
Prince—Prince Line, Ltd. 


R Neth—Royal Netherland Steamship Co. 


Robin—Robin Line 

Royal Inter—Royal Interocean Lines 
SCross—Southern Cross Line 
Silver—Silver Line 
Sprague—Sprague Steamship Line 
Stockard—Stockard Line 
Swed-Am—Swedish American Line 
UFruit—United Fruit Co. 
Wes-Lar—Westfal Larsen Co. Line 


Yamashita—Yamashita Line 


COFFEE BERTHS 


Abbreviations for port: 
Ba—Baltimore 
Bo—Boston 
CC—Corpus Christi 
Ch—Chicago 
Chsn—Charleston 
Cl—Cleveland 
De—Detroit 
Ga—Galveston 
Gf—Gulf ports 
Ha—Halifax 
Ho—Houston 
HR—Hampton Roads 
]x—Jacksonville 
LA—Los Angeles 
Ml—Montreal 
Mo—Mobile 
NO—New Orleans 
NY—New York 
Nf—Norfolk 
NN—Newport News 
Pa—Philadelphia 
Po—Portlan 
PS—Puget Sound 
SF—San Francisco 
Se—Seattle 
St Jo—Saint John 
Ta—Tacoma 
To—Toledo 


Va—Vancouver 





SAILS SHIP LINE 
ACAJUTLA 
10/15 Majorka UFruit 


11/20 Csti Avnturer Grace 
11/4 C.G. Thulin UFruit 
11/9 Anchor ditch Grace 
11/30 Csti Nomad Grace 


ACAPULCO 


10/23 Csti Nomad Grace 
11/24 Cstl Avnturer Grace 


AMAPALA 

10/10 Lempa UFruit 
10/17 Cstl Avnturer Grace 
10/21 Majorka UFruit 


10/28 Csti Nomad Grace 
11/6 Anchor Hitch Grace 
11/10 C.G. Thulin  UFruit 
11/27 Cstl Nomad Grace 
11/29 Csti Avnturer Grace 


ANGRA DOS REIS 


10/18 Siranger Wes - Lar 
11/6 = Seafarer PAB 
11/11 Heranger Wes -Lar 
11/26 Pathfinder PAB 


BARRANQUILLA 
10/17 Mabay UFruit 
10/20 Mataura UFruit 
10/23 C. Ann UFruit 
10/23 Anchor Hitch Grace 
10/30 C. Cod UFruit 
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SAILS SHIP LINE 


DUE 


NY11/1 

LA10/29 SF11/1 Sell/7 
Cr°11/13 NY11/21 
LA11/18 SF11/21 Sell/7 
LA11/18 SF12/12 Sel2/18 


Cristobal'11/8 
Cristobal'12/9 


Cr°10/13 Hol0/19 NO10/21 
LA10/29 SF11/1 Sel1/7 
Cr10/24 NY11/1 

Cristobal' 11/8 

LA11/18 SF11/21 Sel1/27 
Cr? 11/13 NY11/21 

LA12/9 SF12/12 Se12/18 
Cristobal’ 12/9 


LA11/12 SF11/15 Poll/20 Sell/22 Val1/23 
LA12/25 SF11/27 Val2/3 Cel2/4 Pol2/7 
LA12/7 SF12/10 Val2/3 Sel2/4 Pol2/7 
LA12/15 SF12/17 Val2/23 Sel2/24 Pol2/28 


NY10/29 
NO 11/1 
NY 11/2 
LA11/18 SF11/21 Sel1/27 
NY 11/9 


SAILS SHIP LINE DUE 


11/3 Byfjord UFruit NO11/15 
11/6 C. Cumberland UFrit NY 11/16 
11/13 Cstl Nomad Grace LA12/9 SF12/12 Sel2/18 


11/13 C. Ann UFruit NY 11/23 
11/17 Mataura UFruit NO 11/29 
11/20 C. Cod UFrnit NY 11/30 


11/27 C. Cumberland UFruit NY 12/7 


BARRIOS 

10/15 Fiador Knot UFrmit Ho 10/20 N010/23 
10/16 Copan UFruit NY 10/23 

10/22 Levers Bend UFruit Hol0/27 NO10/30 
10/22 Mabella UFrnit NY 10/30 

10/29 Mayari UFruit Holl/3 NO11/6 


10/30 Vindeggen UFruit NY 11/6 

11/4 C. Avinof UFmit NY 11/11 

11/5 Leon UFrmit Hol1/9 NO11/12 
11/12 Fiador Knot UFruit Holl/17 NO11/20 
11/13 A steamer UFrnit NY 11/20 


11/19 Mabella UFruit NY 11/27 

11/19 Levers Bend UFrit Holl/24 NO11/27 
11/26 Mayari UFruit Hol2/1 NO12/4 
11/27 Vindeggen UFruit NY 12/7 
BUENAVENTURA 

10/11 Santa Maria Grace NY 10/19 

10/18 Santa Luisa Grace NY 10/26 


10/18 Santa Flavia Grace LA10/26 SF10/29 Sel1/4 

10/25 Santa Cecilia Grace NY 11/2 

11/1 Santa Margarita Grace NY 11/9 

11/7 La Coubre Independence LA11/16 SF11/18 Poll/23 Sel1/25 Vall/26 
11/8 Santa Adela Grace LAl1/17 SF11/19 

11/8 Santa Isabella Grace NY 11/16 

11/14 Chili French LA11/28 SF12/2 Val2/6 Sel2/10 Pol2/12 

11/20 Santa Eliana Grace LA11/29 SF12/1 Sel2/8 

11/25 Santa Juana Grace LA12/4 SF12/6 Sel2/13 
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SAILS SHIP LINE DUE SAILS SHIP LINE 
CARTAGENA 10/27 Santa Cecilia Grace NY 11/2 
; ; 11/3 Santa Margarita Grace NY 11/9 

10/18 Mabay UFruit = —=NY 10/29 11/14 C, G. Thulin UFruit NY 11/21 
10/21 Mataura UFruit Nol1/1 11/23 Mataura UFruit N011/29 
10/24 C. Ann UFruit NY 11/2 
10/31 C. Cod UFruit NY 11/9 
11/4 Byjford UFruit NO11/15 DAR es SALAAM 
11/7 C. Cumberland UFruit NY 11/16 10/16 Louise Lykes NO11/30 
11/14 ©. Ann UFmit AY 1/5 10/27 Afr. Rainbow Farrell NY 11/5 
11/18 Mataura UFruit NY 11/29 11/3 Kersik 
ys ms en mack “ a 11/16 Chastotte kgtes wee/2 

. 11/22 Afr Crescent Farrell NY 12/22 


12/1 Van Heutsz 


DUE 


Royal Inter LA12/17 SF12/25 Sel2/30 Val/1 Pol/17 


Royal Inter LA1/17 SF1/25 Sel/30 Va2/1 Po2/17 


LAI1/1 SF11/5 Vall/11 Sell/15 Pol1/20 
LA1/7 SF11/10 Vall/15 $el1/19 Poll/23 


Independence LA11/15 SF 11/17 Poll/22 Sel1/24 Vall/25 


LA11/28 SF12/2 Val2/6 Sel2/10 Pol2/12 


LA11/1 SF11/5 Vall/1l Sel1/15 Pol1/20 
LA11/7 SF11/10 Vall/15 Sell1/19 Poll/23 


Independence LA11/15 SF11/17 Poll/22 Sell/24 Vall/25 


CHAMPERICO 
10/21 Csti Avnturer Grace | LA10/29 SF11/1 Se11/7 EL SALVADOR 
11/10 Anchor Hitch Grace LA11/18 SF11/21 Sell/27 10/21 Wyoming ce 
12/1 Cstl Nomad Grace LA12/9 SF12/12 Sel12/18 - ; 
10/29 Vesuvio Italian 
11/9 La Coubre 
CORINTO 11/18 Chili French 
10/10 La Heve Indepe:dence LA10/17 SF10/19 Pol0/24 Sel0/26 Val0/2 
40/12 Anchor Hitch Grace Cristobal’ 10/18 GUATEMALA 
10/14 Majorka UFrmit Cr? 10/24 NY11/1 
10/16 Csti Avnturer UFruit LA10/29 SF11/1 Sell/7 10/26 Wyeming French 
10/31 Cstl Nomad Grece Cristobal’ 11/8 10/30 Vesuvio Italian 
11/3 C. G. Thulin UFruit Cr? 11/13 NY11/21 11/9 La Coubre 
11/5 Anchor Hitch Grace  LA11/18 SF11/21 $el1/27 11/22 Chili French 
11/9 La Coubre Independence LA11/16 SF11/18 Poll/23 Sell/25 Vall/26 
11/26 Csti Nomad Grace LA12/9 SF12/12 $el2/18 GUAYAQUIL 
12/1 Csti Avnturer Grase Cristobal’ 12/9 : 
10/14 Santa Flavia Grace 
11/4. Santa Adela Grace 
CRISTOBAL 11/21 Santa Juana Grace 
10/12 Byfjord UFruit NO 10/18 
10/13 Marna UFruit NY 10/20 
10/13 Santa Maria Grace NY 10/19 LA GUAIRA 
10/14 Lempa UF ruit Hol0/19 NO10/21 10/15 Santa Rosa Grace NY 10/21 
10/20 Santa Luisa Grace NY 10/26 10/22 Santa Paula Grace NY 10/28 
10/25 Majorka UFruit NY 11/1 10/29 Santa Rosa Grace NY 11/4 
10/26 Mataura UFruit = NO11/1 11/5 Santa Paula Grace NY 11/11 








Where you want it... 
When you want it... 


Your coffee arrives in perfect condition at 
our modern terminal at Pier 25, North River, 
New York, in just 13 days from Santos—12 
days from Rio—when it comes via Argentine 
State Line. Our large fleet of modern freight- 
ers, plus three new passenger liners—RIO DE 
LA PLATA, EVITA and RIO JACHAL—op- 
erate a swift, dependable cargo service be- 
tween East Coast of South America ports and 
New York. Your coffee is handled by experi- 
enced, efficient crews, in and out of immacu- 
late holds, assuring a minimum of bag damage 
and flavor contamination from dockside in 
Rio or Santos to truck or lighter in New York. 


ARGENTINE STATE LINE 





LA10/26 SF10/29 Sell/4 
LA11/29 SF12/1 Sel2/8 
LAl12/4 SF12/6 Sel2/13 






LA11/28 SF12/2 Val2/6 Sel2/10 Pol2/12 





ao a et ge RRR ce i 


sf 


RIO DE JANEIRO: 














5 sO ae MONTEVIDEO 
4 £ 
Boyd, Weir and Sewell, Inc., General Agents i j 
24 State Street, New York 4, N. Y., Tel. BO 9-5660 | ; 
COFFEE & TEA INDUSTRIES and The Flavor 
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SAILS SHIP 


LA LIBERTAD 


10/17 Majorka 
10/19 Csti Avnturer 
10/27 Cstl Nomad 
11/6 C. G. Thulin 
11/8 Anchor Hitch 
11/28 Cstl Avnturer 
11/29 Csti Nomad 


LA UNION 


10/18 Csti Avnturer 
10/19 Majorka 
10/29 Cstl Nomad 
11/7 Anchor Hitch 
11/8 C. G. Thulin 
11/28 Cstl Nomad 
11/30 Csti Avnturer 


LIMON 


10/10 Byfjord 

10/13 C. Avinof 
10/21 Maybay 

10/24 Mataura 
10/27 C. Ann 

11/3 C. Cod 

11/7 Byfjord 

11/10 C. Cumberland 
11/17 Cape Ann 
11/21 Mataura 
11/24 C. Cod 

12/1 C. Cumberland 


LOBITO 


10/12 Del Campo 
10/17 Afr Pilgrim 
10/22 Afr Pilot 
10/26 Tulane 
11/5 Del Rio 
11/20 Afr Patriot 
11/22 Del Sol 
11/27 Granville 


LINE DUE 
UFruit Cr 10/24 NY 11/1 
Grace LAi0/29 SF11/1 Sei1/7 
Grace Cristobal’ 11/8 
UFruit Cr? 11/13 NY 11/21 
Grace LA11/18 SF11/21 Sell1/27 
Grace Cristobal’ 2/9 
Grace LA12/9 SF12/12 Sel2/18 
Grace LA/29 SF1l1/1 Sell/7 
UFruit Cr? 10/24 NY 11/1 
UFruit Cristobal? 11/8 
Grace LA11/18 SF11/21 Sell/27 
UFruit = Cr? 11/13 NY 11/21 
Grace LA12/9 SF12/12 Sel2/18 
Grace Cristobal! 12/9 
UFruit NO 10/18 
UFrnit NY 10/19 
UFruit NY10/29 
UF ruit NO 11/1 
UFrit NY 11/2 
UFruit NY 11/9 
UFmit NO lly 15 
UFruit NY 11/16 
UFnit NY 11/23 
UFrnit NO 11/29 
UFruit NY 11/30 
UFrnit NY 12/7 
Delta N011/5 
Farrell NY 11/7 
Farrell NY 11/21 
Am-W Afr NY 11/30 
Delta N011/29 
Farrell NY 12/10 
Delta NY 12/16 


Am-W Afr NY 12/31 


LOURENCO MARQUES 


10/22 Mayo Lykes 


LUANDA 


10/14 Afr Pilgrim 
10/19 Afr Pilot 
10/23 Tulane 
11/1 Del Rio 
11/17 Del Sol 
11/17 Afr Patriot 
11/24 Granville 


MARACAIBO 


10/11 Santa Clara 
10/18 Santa Sofia 
10/25 Anchor Hitch 
10/25 Santa Monica 
11/1 Santa Clara 
11/8 Santa Sofia 
11/15 Cstl Nomad 


MATADI 


10/11 Afr Pilgrim 
10/16 Afr Pilot 
10/21 Tulane 
10/29 Del Rio 
11/14 Afr Patriot 
11/14 Del Sol 
11/22 Granville 


MOMBASA 


10/10 Tuxford 
10/23 Afr Rainbow 


OCTOBER, «1 


NO 11/29 

Farrell NY 11/7 
Farrell NY 11/21 
Am-W Afr NY11/30 
Delta NO 11/29 
Delta NO 12/16 
Farrell NY 12/10 


Am-W Afr NY 12/31 


Grace NY 10/20 

Grace NY10/27 

Grace LA11/18 SF11/21 Sell/27 
Grace NY 11/3 

Grace Pa 11/9 NY 11/10 
Grace NY 11/17 

Grace LA12/9 SF12/12 $el2/18 
Farrell NY 11/7 

Farrell NY 11/21 

Am-W Afr NY 11/30 

Delta NO 11/29 

Farrell NY 12/10 

Delta NO 12/16 


Am-W Afr NY 12/31 


Robin 
Farrell 


753 


NY 11/26 
NY 11/27 





| WRAZIL—Agencia Johnson Bide. 


| Ltd., Rio de Janeiro, Santos and 
Sao Paulo ? H. Neidlinger, Westport, Conn. 945 Free Press Bide. 
CANADA-—CunardSteam-Ship PHILADELPHIA—B. H. PITTSBURGH — Lamork 


| Halifax Bide. 





Regular Service 
From The Principal Brazilian Ports To: 
NEW YORK NEW ORLEANS 


Lloyd 
BRASILEIRO 


(Partrimonio Nacional) 





Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
list of services vital to Brazil’s trade re- 
lations with the commercial centres of 
the world. The American Line maintains 
regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as cargo offers) at 
Philadelphia, Baltimore, Norfolk, Jackson- 
ville and Houston. 





BRASILEIRO makes the Good Neighbor a Close Neighbor. 


euneeneneaanenen = 


= smenevaeiininis 





Heaseensaeny 


NEW YORK 
17 Battery Place 


NEW ORLEANS 
305 Board of Trade Bldg. 














@ e 
if'c lines 
Dependable service on 
coffee shipments from 


BRAZIL 


All coffee cargoes receive 
speedy, careful handling and 
personalized service 
when they're shipped 
with iFe Lines. Every 
shipment gets special- 


BALTIMORE—The Hinkins 
Steamship Agency, Inc., Munsey 


AGENTS 


105 West Adams St. 


NEW ENGLAND — Roger 


Co. Ltd., Montreal, Toronto, Sobelman & Co., Inc., Bourse 







CHICAGO—F.C. MacFarlane, 


DETROIT—F.C. MacFarlane, 


Shipping Agency, 202 Henry W. 
Oliver Bidg. 


International Freighting Corporation, Inc. 


17 Battery Place, New York City 4, N. Y.—Phone Digby 4-2800 
Pier 2, Erie Basin, Brooklyn, N. Y.—Phone MAin S-3158 
Branch Office: Buenos Aires—Avenida Pte. Julio A. Roca-710 
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SAILS SHIP LINE DUE 


10/30 Louise Lykes NO 11/30 
10/30 Karsik Royal Inter LA12/17 SF12/25 Sel2/30 Val/1 Pol/17 
11/8 Hood Robin NY 12/17 é 


11/18 Afr Crescent Farrell NY 12/22 
11/27 Van Heutsz Royal Inter LA1/17 SF1/25 Sel/30 Va2/1 Po2/17 


11/30 Charlotte Lykes NO 1/1 

PARANAGUA 

10/10 Bolivia Lloyd NY 10/30 

10/12 Mormacsea Mormac NY11/2 Boll/5 Pall/7 Ball/9 

10/14 Siranger Wes-Lar LA11/12 SF11/15P011/20 Sel1/22 Val1/23 

19/19 Mormacteal Mormac Jxll1/8 Nfll/11 Ball/12  Pall/14_ Boll/16 
NY11/17 

10/22 Aagtedyk Hol-Int NY11/11 NY11/13 Pall/15 Ball/17 HR11/18 

10/24 Itajai Brodin Ball/11 NY11/12 Boll/17 Pall/18 

10/25 Agrentina Lloyd NY 11/15 


10/26 Mormacyork Mormac Ball/16 Pall/18 NY11/19 Boll/22 Mi11/26 
10/28 Mormacrey Mormac LA11/25 SF11/28 Val2/2 Sel2/4 Pol2/6 





10/31 Seafarer PAB LA11/25 SF11/27 Val2/3 Sel2/4 Pol2/7 

10/31 Mormacdale Mormac NY11/20 Boll/23 Pall/25 Ball/26 

11/1 Antonia Brodin. Ball/19 NY11/21 Boll/25 Pall/28 

11/2 Del Valle Delta NO11/24 Holl/29 

11/7 Heranger Wes-Lar LA12/7 SF12/10 Pol2/15 Sel2/17 Vel2/18 

11/14 Paranagua Brodin Bal2/2 NY12/4 Bol2/8 Pal2/9 
MEDITERRANEAN 11/17 Del Monte Delta’ ~—-NO12/10 Hol2/15 

11/20 Pathfinder PAB LA12/15 SF12/17 Val2/23 $el12/24 Pol2/28 

BLACK SEA RED SEA INDIA 11/23 Artillero Doder NY11/11 Boll/13 Pall/16 Ball/17 Nf11/18 


12/9 Del Santos Delta N012/31 Hol/5 


PAKISTAN CEYLON BURMA 
PORT SWETTENHAM 


10/14 Pleasantville | Barb-Frn Gulf 11/30 
10/30 Mandeville Barb-Frn Gulf 12/17 


AMERICAN EXPORT (28 wren 
11/29 Fernbay Barb-Frn Gulf 1/16 
12/6 Cingalese Prince Hal/9 Bol/12 NY1/13 Bal/19 
LINES 12/28 British Prince Ha2/3 Bo2/6 NY2/7 Ba2/14 
1/29 Eastern Prince Ha3/6 Bo3/9 NY3/10 Ba3/16 


37-39 Broadway, New York 6, N.Y. 





PUERTO CABELLO 


10/12 Santa Clara Grace NY 10/20 
10/19 Santa Sofia Grace Pal0/26 NY10/27 
10/26 Santa Monica Grace NY 11/3 
11/2 Santa Clara Grace Pall/9 NY11/10 
11/9 Santa Sofia Grace NY 11/17 
























PUNTARENUS 


10/10 Majorka UFrit Cr? 10/24 NY 11/1 

10/13 Csti Avnturer Grace LA10/29 SF 11/1 Sell/7 
10/15 Anchor Hitch Grace Cristobal’ 10/18 

10/30 C. G. Thulin UFruit § Cr® 11/13 NY 11/21 

11/2 Anchor Hitch Grace LA11/18 SF11/21 Sel1/27 
11/4 Cstl Nomad Grace Cristobal! 11/8 

11/23 Cstl Nemad Grace LA12/9 SF2/12 S$el2/18 
12/5 Cstl Avnturer Grace Cristobal' 12/9 


Entrust your 
otfee Cargoes 


(BRAZIL TO WEST COAST) 


to 
Pacific-Argentine-Brazil Line 
...You Just Can't Beat 


RIO de JANEIRO 


10/10 Arendsdyk Hol-Int NY10/27 Bol0/29 Pal0/31 Ball/3 HR11/4 
10/11 Sunnanland Brodin Bal0/24 NY10/28 Bol0/30 Pal0/31 








10/14 Sygna SCross NY11/3 Boll/6 Pall/9 Ball/10 Nfll/11 
10/16 Bolivia Lloyd NY 10/30 
P-A B for Speed, Careful 10/19 Siranger Wes-Lar LA11/12 SFil/15 Poll/20 Sell/22 Vall/23 
° | 10/20 Mormacrey Wes-Lar LA11/12 SF11/28 Val2/2 Sel2/4 Pol2/6 
Handling and Personal | 10/21 Argentina Mormac NY 11/2 
Service! | 10/21 Evita ArgState NY 11/2 
pacene-anecaniee. ° Annnmode 10/22 Del Viento Deita NO11/8 Holl/13 
BRAZIL LINE, INC, tions for 12 | 10/26 Aagtedyk Hollnt NY11/11 Boll/13 Pall/15 Ball/17 HR11/18 
POPE & TALBOT, INC. passengers | 10/27 Itaijai Brodin Ball/11 NY11/12 Boll/17 Pall/18 
AGENTS  necomamec vores 2 craonanmarce | | 10/27 Artillero Dodero NY11/11 Boll/13 Pall/16 Ball/17 Nf11/18 
| 10/29 Del Mar Delta NO11/12 
/ 10/31 Argentina Lloyd NY 11/15 
11/4 Antonio Brodin Ball/19 NY11/21 Boll/25 Pall/28 


/ / 11/7 Del Mar Delta NO11/24 Holi/29 
/ j | 11/7 Seafarer PAB LA11/25 SF11/27 Val2/3 Sel2/4 Pol2/7 
POPE rN TALBOT 11/11 Uruguay Mormac NY11/23 
/ ( 11/12 Heranger Wes-Lar LA12/7 SF12/10 Pol2/15 Sel2/17 Val2/18 
LINES / — PACIFIC-ARGENTINE-BRAZIL LINE | Del Norte Delta N011/26 
/ / PACIFIC WEST INDIES - PUERTO RICO 


~ 
- 
7 
N 


Paranagua Brodin Bal2/2 NY12/4 Bol2/8 Pal2/9 
PACIFIC AND ATLANTIC INTERCOASTAL ll 23 Del Monte Delta NO12/10 Hol2/15 


EXECUTIVE OFFICES +» 320 CALIFORNIA ST. + SAN FRANCISCO 4 11/27 Pathfinder PAB LA12/15 SF12/17 Val2/23 S$el2/24 Pol2/28 
30 COFFEE & TEA INDUSTRIES and The Flavor Field 


~ 
~ 
~ 
~“ 











SAILS = SHIP 


12/3 Del Sud. 
12/14 Del Santos 
12/24 Del Mar 





SAN JOSE 


10/21 Cstl 
10/26 Cstl 
11/10 Anchor 


Nomad 


12/1 Cstl Nomad 


SANTOS 


10/10 Sunnanland 
10/13 Sygna 
10/15 Boliva 
10/17 Mormacsea 
10/17 Siranger 
10/19 Argentina 
10/19 Evita 
10/20 Del Viento 
10/24 Aagtedyk 
16/24 Mormacteal 


10/26 Mormacrey 
10/26 Artillero 
10/26 Itajai 
10/28 Del Mar 
10/30 Argentina 
10/31 Mormacyork 
11/3 Antonina 
11/5 Del Valle 
11/5 Seafarer 
11/5 Mormacdale 
11/9 Uruguay 
11/10 Heranger 
11/11 Del Norte 
11/16 Paranagua 
11/20 Del Monte 
11/25 Pathfinder 
12/2 Del Sud 
12/12 Del Santos 
12/23 Del Mar 


TAMPICO 


10/17 Tunaholm 
11/7 Danaholm 
11/28 Tunaholm 


VERA CRUZ 


10/19 Tunaholm 
11/4 Danaholm 
11/25 Tunahoilm 


VICTORIA 


10/24 Del Viento 
11/9 Del Valle 
11/25 Del Monte 
12/16 Del Santos 


CALCUTTA 


10/17 Examiner 
10/22 City Bristol 
11/7 Exchequer 


11/7 City Lichfield 


11/8 City Chester 


COCHIN 


10/10 Javanese 
10/12 Exford 
10/24 Examiner 
11/14 Exchequer 
12/16 Cingalese 
1/10 British 
2/10 Eastern 


OCTOBER, 


Avnturer 


Hitch 
11/27 Csti Avnturer 





LINE DUE 

Delta NO 12/17 

Delta N012/31 Hol/5 

Delta NO1/7 

Grace LA10/29 SF11/1 Sell/7 

Grace Cristobal’ 11/8 

Grace LA11/18 SF11/21 Sell/27 

Grace Cristobal! 12/9 

Grace LA12/9 SF12/12 Sel2/18 

Brodin Bal0/24 NY10/28 Bol0/30 Pal0/31 
SCross NY11/3 Boll/6 Pall/9 Ball1/10 Nfll/11 
Lloyd NY10/30 

Mormac NY11/2 Boll/5 Pall/7 Ball/9 


Wes-Lar LA11/12 SF11/15 Poll/20 Sell/22 Vall/23 
Mormac NY 11/2 
ArgState NY 11/2 


Deita NO11/8 Holl/13 

Hol-Int NY11/11 Boll/13 Pall/15 Ball/17 HR11/8 

Mormac Jxl11/8 Mf11/11 Ball/12 Pall/14_ Boll/16 
NY11/17 

Mormac LA11/25 SF11/28 Val2/2 Sel2/4P012/6 

Dodero NY11/11 Boll/13 Pall/16 Ball/17 Nf11/18 

Brodin Ball/11 NY11/12 Boll/17 Pall/18 

Delta NO11/2 

Lloyd NY 11/15 

Mormac Ball/16 Pall/18 NY11/19 Boll/22 Ml11/26 

Brodin Ball/19 NY11/21 Ball/25 Pall/28 

Delta NO11/24 Holl/29 

PAB LA11/25 SF11/27 Val2/3 Pol2/7 

Mormac NY11/20 Boll/23 Pall/25 Ball/26 

Mormac NY11/23 

Wes-Lar LA12/7 SF12/10 Pol2/15 $el2/17 Val2/18 

Delta NO11/26 

Brodin Bal2/2 NY12/4 Bol2/8 Pal2/9 

Deita N012/10 Hol2/15 

PAB LA12/15 $F12/17Val2/23 Sel2/24 Pol2/28 

Delta N012/17 

Delta N012/31 Hol/5 

Delta NO1/7 


Swed-Am N1 10/30 
Swed-Am M1 11/20 
Swed - Am 


Swed-Am M1 10/30 
Swed-Am Ml 11/20 


Swed- Am 

Delta NO11/8 Hol1/13 
Delta NO11/24 Holl1/29 
Delta N012/10 Hol2/15 
Delta N012/31 Hol/5 


TEA BERTHS 


Am-Exp Boll/18 NY11/20 

Ell-Buck Boll/24 NY11/25 Pall/28 Nfl1/30 Bal2/1 
Am-Exp Bol2/9 NY12/11 

Ell-Buck St Jo 12/18 

Ell-Buck Bol2/10 NY12/11 Pal2/13 Nfl2/16 Bal2/18 


Prince Hall/3 Boll/6 NY11/7 Ball/10 
Am-Exp Boll/6 NY11/8 

Am-Exp Boll1/18 NY11/20 

Am-Exp Bol2/9 NY12/11 


Prince Hal/9 Bol/12 NY1/13 Bal/19 
Prince Ha2/3 Bo2/6 NY2/7 Ba2/14 
Prince Ha3/6 Bo3/9 NY3/10 Ba3/16 
1953 





le 


Mamenic Line 


Marina Mercante Nicaraguense, S.A. 


DIRECT SERVICE 
FROM 


PUNTARENAS 
SAN JUAN DEL SUR 
CORINTO 
AMAPALA, LA UNION 
LA LIBERTAD, ACAJUTLA 
SAN JOSE DE GUATEMALA 
PANAMA & CANAL ZONE 


TO 
U. S. ATLANTIC 
AND GULF PORTS 


AGENT U.S. GULF PORTS 
WESTLEY SHIPPING CO., INC. 
232 Balter Bldg., New Orleans, Canal 3279 





INC., AGENT 
WHitehall 4-7080 


co., 


17 Battery Place, N. Y. 4 
Pere Marquette Bldg., New Orleans, Canal 9948 


? 





*  » yx x x 





UNITED STATES NAVIGATION 





- «- of your mild coffees 


to United States markets ... 


rely on 


STEAMSHIP SERVICE 
Regular Sailings between 


NICARAGUA 


GUATEMALA 
EL SALVADOR COSTA RICA 


HONDURAS COLOMBIA 


and other U.S. ports 


NEW YORK: 
Pier 3, North River 


NEW ORLEANS: 
321 St. Charles St. 





ror FAST DEPENDABLE DELIVERY 


UNITED FRUIT COMPANY 


and NEW YORK - NEW ORLEANS - HOUSTON 


3] 








SAILS SHIP LINE DUE 


COLOMBO 


10/19 Pleasantville 
10/21 Examiner 
11/4 Mandeville 
11/8 Leise 
11/11 Exchequer 
11/19 Fernsea 


Barb-Frn Gulf 11/30 
AmExp Boll/18 NY11/20 
Barb-Frn Guifl2/17 
Maersk NY12/13 
Am-Exp Bol2/9 NY12/11 
Barb-Frn Gulf 1/2 


12/4 Fernbay Barb-Frn Guif 1/16 

12/8 Armold Maersk NY 1/14 

12/13 Cingalese Prince Hal/9 Bol/12 NY1/13 Bal/19 
1/7 ‘British Prince Ha2/3 Bo2/6 NY2/7 Ba2/14 
2/7 ‘Eastern Prince Ha3/6 Bo3/9 NY3/10 Ba3/1 6 
DJAKARTA 

10/12 Dolly Turman  Lykes NO11/28 

10/12 Mandeville Barb-Frn Gulf 12/17 

10/19 Leise Maersk NY12/13 


Barb-Frn Gulf 1/2 
Barb-Frn Gulf 1/16 


10/29 Fernsea 
11/12 Fernbay 


11/15 Cingalese Prince Hal/9 Bol/12 NY1/13 Bal/19 
11/15 Arnold Maersk NY 1/14 

12/7 British Prince Ha2/3 Bo2/6 NY2/7 Ba2/14 
1/10 Eastern Prince Ha3/6 Bo3/9 NY3/10 Ba3/16 
DJIBOUTI 


Am-Exp Boll/6 NY11/18 
Am-Exp Boll/18NY11/20 


10/18 Exford 
10/30 Examiner 


11/18 Leise Maersk NY12/13 

11/20 Exchequer Am-Exp Bol2/9 NY12/11 
12/19 Arnold Maersk NY1/14 
HONG KONG 

10/10 America PacTrans SF10/29 LA10/31 
10/18 Jeppesen Maersk NY11/29 

10/21 Pacific PacTrans SF11/11 LA11/13 
11/3 Olga Maersk NY12/15 

11/18 Laura Maersk NY1/2 

12/3 Hulda Maersk NY1/15 





MOORE-McCORMACK 
MICS 














AMERICAN FLAG SERVICE 
Freight and Passenger BRAZIL 


REGULAR 


AMERICAN 
REPUBLICS 
LINE 


PACIFIC 
REPUBLICS 
LINE 


Service between East 
Coast of United States URUGUAY 
| ARGENTINA 


and the countries of 


Freight and Passenger ( BRAZIL 
Service between West URUGUAY 


Coast of United States 
and the countries of | ARGENTINA 
NORWAY 


Freight and Passenger \ DENMARK 
Service between East )SWEDEN 
Coast of United States ) POLAND 
and the countries of )FINLAND 
RUSSIA 


For complete information apply 


5 Broadway, New York 4 
Offices in Principal Cities of the World 


AMERICAN 
SCANTIC 
LINE 
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SAILS SHIP LINE DUE 
KOBE 
10/10 Peter Maersk = NY11/13 


Yamashita SF10/20 LAl1/1 Crll1/11 NY11/16 
PacTrans SF10/29 LA10/31 


10/12 Yamafuku 
10/14 America 


10/24 Jeppesen Maersk NY11/29 

10/25 Pacific PacTrans SF11/11 LA11/13 

11/9 Olga Maersk NY12/15 

11/15 Yamateru Yamashita SF12/2 LA12/4 Crl12/14 NY12/19 
11/24 Laura Maersk NY 1/2 

12/9 kulda Maersk NY1/15 

SHIMIZU 

10/12 Peter Maersk NY 11/13 


Yamashita SF10/30 LA11/1 Crll/1l1 NY11/16 
PacTrans SF10/29 LA10/31 
Maersk NY 11/29 


10/15 Yamafuku 
10/16 America 
10/26 Jeppesen 


10/27 Pacific PacTrans SF11/11 LA11/13 

11/11 Olga Maersk NY 12/15 

11/18 Yamateru Yamashita SF12/2 LA12/4 Crl2/14 NY12/19 
11/26 Laura Maersk NY 1/2 

12/11 Hulda Maersk NY 1/15 

TANGA 

10/22 Louise Lykes N011/30 

10/24 Afr Rainbow — Farrell NY11/27 

10/31 Karsik Royal Inter LAl2/17 SF12/25 Cel2/30 Val/1 Pol/17 
11/19 Afr Crescent Farreil NY12/22 

11/21 Charlotte Lykes NQ1/1 


11/28 Van Heutsz Royal Inter LA1/17 SF1/25 Sel/30 Va2/1 Po2/17 


YOKOHAMA 

10/15 Peter Maersk NY11/13 

10/17 America PacTrans SF10/29 LA10/31 
10/28 Pacific PacTrans SF11/11 LA11/13 
10/31 Jeppesen Maersk NY11/29 

11/15 Olga Maersk NY12/15 

11/30 Laura Maersk NY1/2 

12/15 Hulda Maersk NY1/15 


Accepts freight for New York, with transshipment at Cristobal, C. Z. 
* Accepts freight for Atlantic and Gulf ports with transshipment at Cristobal, C. Z. 


Cubic foot weight of green coffee 


The cubic foot weight of green coffee runs from 35 to 
45 pounds. 

This observation comes frem Clarence R. Irish, President 
of the Hoosier Coffee Co., as a footnote to his article, ‘Silo 
storage of green coffee’, in the August, 1953, issue of 
COFFEE & TEA INDUSTRIES. 

“As a rule, the average weight is 42 pounds,” says Mr. 
Irish. 

Variations arise from present and past crops, and, of 
course, milds run heavier than Santos and Paranas, Mr. 
Irish adds. 

As Mr. Irish points cut in the article, with silo storage 
of green coffee inventory requires merely measurement of 
the height of the coffee in the bin, the weight per cubic foot 
of the particular coffee being checked, and the cubic foot 
capacity of the bin. 


Coffee firm controllers honored 


Stanley B. Murray, controller of the M.J.B Co., has been 
elected secretary of the San Francisco Control of the Con- 
trollers Institute of America. 

At the annual meeting of the New Orleans Control of the 
Institute, N. Richard Velleman, controller of J. Aron & Co., 
Inc., was named a director. 

J. Lowell Johnson, controller of J. A. Folger & Co., has 
been similarly honored by the organization’s Kansas City 
Control. 


TEA INDUSTRIES and The Fiavor Fieid 




















TT 


The coffee outlook 


The coffee picture continues to be dominated by a 
sense of strain. 

On the one hand, the pressure of a tight supply picture 
is applying an upward force. On the other hand, concern 
about consumer resistance to higher prices, plus the rumbling 
on the general economic front, encourages attitudes of 
caution. 

Reluctantly, under the pressure of higher green prices, 
roasters moved early this month to raise their own prices 
by as much as three cents a pound. 

The advances were applied by national and regional 
roasters to restaurant as well as to grocery packs. 

A & P’s action along these lines, which came after the 
price moves by General Foods and others, left its lowest 
priced brand unchanged, added one cent to the middle brand, 
and two cents to the top brand. That made the prices 
on these coffees 84, 86, and 88 cents. 

This represented a total rise since mid-March, when 
price controls were eliminated, of about seven cents a pound 
over the same period by the other chains. 

The flowerings in Brazil are being watched closely for 
indications of the extent of the frost damage, but until 


Coffee Movement In The U. S. Market 
(Figures in 1,000 bags) 
Tota! Deliveries—from: Visible Supply—Ist of Month 
Entries Brazil Others Total Brazil Others Total 
1952 
POR ss fis tks Peacad be neue dame eeeet 1,179 616 605 1,221 808 405 1,213 
PR re asark. oa kash ys xo ares, ated wares 1,300 756 756 pHa 754 406 1,160 
August Poy ae S Os Me eed & CECE RE OCI 1,130 645 458 1,103 659 352 1,011 
MCIPIDER cS od, arnt Bek nena 772 974 514 1,488 1,021 366 1,387 
October SRR ot eA BR ee Ly Meni ce ae 1,724 1,182 819 2,001 1,036 436 1,572 
PRCMOIIOO gly ocsiels cacece oe he bbc Oe cases 1,235 760 557 1,317 77 296 1,069 
PIOCRINDEE cis cae hee cec cox sweceeeecen Seen 955 894 1,849 822 216 1,038 
1953 
PaO oie osu a hGek weniec cree eeawabadt 1,764 804 942 1,746 730 321 1,051 
MOPS I os ely <s Uarerevsas os dene coiewen 1,733 721 948 1,669 756 441 1,197 
PUR RERSEMD G85. 5s ciao 5 068 eal ER Cea AOA 1,666 734 1,022 1,756 832 438 1,27 
PON ins desig autho oa nae «cg. ce ea pee aes ee 753 1,351 2,104 835 375 1,210 
NAAR iiaca Soho Ria awes dors eRe rueee 1,080 539 663 1,202 44 403 1.047 
BG tS ds ooh Par oe cy ota 1,475 576 744 1,320 475 374 849 
FE tite p csreahia hdale 6 paseeiveadaeay Ces 1,561 734 949 1,683 624 470 1,094 
et Lt Cee eRe MEP We Ay te Raiser ee 1,079 408 630 1,038 712 38 750 
OR OMIIRE 2556-450 5g. SO hw DRS ee 1,090 836 1,926 724 401 1,125 
Figures by N. Y. Coffee & Sugar Exchange, Inc., in bags of origin. (Preliminary) 





now the reports are inconclusive. 

The trade here studied with great interest the frank, hard- 
hitting statement by Horacio Leite, representative of the 
Brazilian Coffee Institute, on what's been happeniag to 
Brazil’s share of the United States coffee market and what 
needs to be done about it. 

He pointed out in specific terms that Brazil had been taking 
it for granted that she would retain her coffee market in 
this country, while in reality her share had been shrinking 
considerably. 

He urged prompt, realistic measures to correct this rela- 
tive decline, including extensive promotion of Brazilian 
coffee here to reverse the trend. 

In the meantime, the Institute's figures showed that 
Brazil is running well behind 1952 in her exports of coffee 
this year, figuring on the first eight months for which the 
statistics are available. 

The total for the first eight months of 1953 was 8,793,667 
bags—a drop of 1,149,740 bags compared to the same period 
of 1952. 

The Brazilian Coffee Institute noted that 1,100,000 square 
miles are devoted to coffee growing in Brazil. 

Brazil has about 2,500,000,000 coffee trees in production. 








Fast Motorships - from Brazil - 


42 Broadway 


SOUTHERN Cross LINE | 


| COSMOPOLITAN SHIPPING COMPANY, INC. 
| General Agents 


to United States Atlantic Ports 


New York 4, N. Y. 

















Serving The Coffee, Tea & Spice Trade For Many Years 


Brookhattan Trucking Co., Inc. 


57 FRONT ST. NEW YORK 4, N. Y. | 
BOwling Green 9-0780 


Import, Export and Bonded Trucking 








Riverfront Warehouses 


Bowne Morton’s Stores, Inc. 


| 611 SMITH ST. BROOKLYN, N. Y. 


MAin 5-4680 
N. Y. Phone: BOwling Green 9-0780 
Free And Bonded Warehouses 
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| the Caswell story 
(Continued from page 13) 





their present four-story, modern, reinforced concrete 

building, with 56,000 square feet of space, which takes 

care of their roasting and warehousing requirements. 
George W. Caswell, because of a protracted illness, did 


M/S LISHOLT M/S BORGHOLT M/S IGADI M/S REINHOLT not have the satisfaction of actually using this new, 

FAST DIRECT FREIGHT SERVICE modern structure himself. He died on August 22nd, 1935. 

FROM TEA AND SPICE PORTS a oe : her husband as ident of 
PHILIPPINES CHINA MAPAN Mrs. Caswell succeeded her husband as presi en 

the firm, and Edgar J. Malmgren became vice president. 


IVARAN LINES Later he was named general manager and upon Mrs. 
C. Burnley and 


Far East Service Caswell’s death, he became president. 
E. C. Ramsey, who heads the coffee department, were 


STOCKARD & COMPANY, INC. General Agents elected vice president, and Margaret M. Desmond was 


17 Battery Place, New York 4, N. Y., WHitehall 3-2340 








named secretary. 
The story of the Geo. W. Caswell Co, records not 


only changes in coffee roasting from coke ovens to modern, 
automatic roasters—but also illustrates changes in selling 
methods and distribution, brought about by progressive 
policies and overall developments. 

The Caswell story demonstrateas again that one factor 
for success in any business is ingenuity and resourcefulness 
in meeting problems which are ever changing. 











ORTEGA AND EMIGH. INC. | 


Coffee Importers Il | 


Quality Coffees From 


COLOMBIA-SANTOS 
GUATEMALA-EL SALVADOR-COSTA RICA 
MEXICO-NICARAGUA 


| Coffee—and its importance in world trade 


(Continued from page 12) 





| mensurate with our imports. Unless something is done 
461 Market St. San Francisco our exports will greatly decline until such time as imports 
~ poe increase. 

ee eet ee ae ee Coffee enters the United States free of duty, but a re- 
duction in duties on certain other commodities would un- 
doubtedly bring about increases in the imports of such com- 
modities. The United States will also need to import con- 
siderably more metals and minerals as well as crude pet- 

| roleum as time goes on. 

Industrial expansion and increasing population not only 
in the United States but in all countries of the free world, 
together with international cooperation, eventually will bring 
us nearer to balancing our world trade. 

















coffee advertising, economic squeeze 


(Continued from page 24) 





before the trees yield their first crop. In the meantime, 
he must hire labor to tend and cultivate the young pitnts. 
There is no income during this long period—only cvtgo. 
And then, after the fifth year, he faces almost incredible 
risks from the vagaries of the weather. 
| “The coffee plant is tropical and extremely vulnerable. 
| It reacts unfavorably to cold or excessive heat; too much 
| rain affects it adversely as does drought. 

“Thus, we see that the Latin American coffee fatmer 
is today working against depressing odds to produce the 
crop that comprises the largest single item of importation 

| by the United States.” 


Roaster fire clouds downtown Topeka 





A fire in a roaster at the Topeka Spice Mills Co., Topeka, 
Kan., threw clouds of smoke over the downtown section of 


S. A. SCHONBRUNN & CO., INC, the city recently. 
Te uate Seats, Bie Note 2%, | Nevertheless, damage was reported to be slight. 
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The challenge facing coffee 


“The challenge facing coffee...’ 

This theme for the 1953 convention of the National 
Coffee Association has a strange quality. 

It stimulates thinking of a special kind. 

It seems to be able to set coffee men into a basic weigh- 
ing-up of where the industry is at and where it is going. 
_. No one questions that there is a challenge facing coffee. 
The problem is rather, ‘What is the challenge?” 

It is clear there is no single challenge. The answer has 
Which is right depends on who you are 
and where you're sitting. 

That's the strange quality in this convention theme. It 
touches off constructive, many-sided thinking by coffee 
men about their problems. “ 

Each individual, each company, comes up with some- 
what different answers. That The roaster, 
for example, has a viewpoint separated by function and 
distance from the grower. Other elements in the trade 
shape answers based on their particular positions. 

But in each answer, and from all of them, we are sure 
one over-riding challenge would emerge. 

How to enlarge the market for coffee in the United States. 

Meet that challenge, on a continuing basis, and a lot of 
other problems will solve themselves. 

But how can it be met? That's what the coming con- 
vention will try to work out for the period ahead. 

The answer will lie partly in advertising and promotion. 
On an industrywide basis, effective campaigns can be given 
even greater impact. 

Unused resources can be brought to light and harnessed. 
Consider, for instance, the vast increase in effectiveness 
possible from a real, all-out tie-in by every company and 
agency in all their advertising around a single tested 
theme. 

The answer will lie partly in a frank, bold and con- 
structive appraisal of industry developments since the 
war. For example, solubles. 

The post-war growth of soluble coffee has been gi- 
gantic. No one has yet come up with a really good ex- 
planation for this growth. 

We suspect the reasons are not entirely in the obvious 
“convenience” nature of the product. They are also, 
probably, in the kind and quantity of advertising and 
merchandising invested in solubles. 

A comparison along these lines with regular coffee ad- 
vertising might be revealing. It might point up ideas and 
approaches which could be used to advantage for all 
coffee. 


Many aspects. 


is natural. 
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Other aspects of solubles can also come in for a profit- 
able give-and-take of opinion. 

The challenge facing coffee is also the fundamental one 
of how to enlarge the market in the present price situ- 
ation. 

It is a challenge to the industry's public relations, to 
achieving universal public understanding of the service 
nature of the coffee trade here and of the staggering 
problems of the producers. 

It is a challenge to the industry to work out with the 
public service field a steadily improved brew, on a profit- 
able basis, at a reasonable price. 

It is a challenge to packers to achieve a higher level 
of efficiency in their merchandising, to unleash more of 
the energy, initiative and follow-through of their front- 
line force, their salesmen. 

It is a challenge to coffee's technicians, to grow, pro- 
cess, pack and ship the product with a steadily rising 
rate of efficiency. 

It is a challenge to the statesmanship of every member 
of the industry, to their ability to meet turbulent events 
in the market with patience, without losing sight of the 
need for cooperative regional and national effort. 

It is a challenge which will be examined in detail and 
firsthand at Boca Raton from November 16th through 
November 19th. 

On a dollars-and-cents basis alone, no coffee man can 
afford not to be on hand at NCA’s 1953 convention. 


Tea a sissy drink? 


Let's knock on the head, once and for all, the notion 
that tea is a drink for sissies. 

Is Rocky Marciano, heavyweight champion of the world, 
a sissy? Probably he’s about the furthest from one that you 
could think of in a month of Sundays. 

You might pass around these bits of information . . . 

Harvey Breit, reporting on The Champ in The New York 
Times Magazine, noted this about Marciano’s training 
routine: 

“Up at 7 with a pot of tea.” 

Moreover, the heavyweight champion had tea for dinner, 
too, Breit reported. 

If you need further evidence, Jimmy Cannon substanti- 
ated these facts in his sports column. 

Tea a sissy drink? 
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- Tea Storage 


- Blending 


- Reconditioning 


- Repacking 


- Tea Packaging for the Trade 














ADDRESS ALL INQUIRIES TO MAIN OFFICE 


Old Slip Warehouse, Inc. 


37-41 Old Slip, New York 5, N. Y. 





WAREHOUSES AT 
67-69-71-75 FRONT ST.; 37-39-41 OLD SLIP; 38-39 SOUTH ST., N. Y. %, N. Y. 
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the art of tea blending 





By A. J. RICHES 


Tea packing in the United States is a large scale industry, 
with each of various companies turning out hundreds of 
thousands—even millions—of finished units consistent in 
quality and general characteristics. 

Yet the raw material going into these products—tea from 
the producing country gardens—changes from week to week, 
month to month, season to season. 

This seeming contradiction—consistency in end product 
from varying raw materials—is solved as part of his dail) 
work by the tea blender. 

Here is more light on what makes the tea blender tick, 
in highlights from a plantation supplement to the Calcutta 
“Capital”. 


Experience shows that nine out of ten persons can be 
taught to taste tea efficiently, although, of the nine, possibly 
only three or four will prove to have outstandingly keen 
palates and go on to make a name for themselves. 

For tasting purposes, water at the precise point of boiling 
is poured on the teas. Fresh boiling water is essential, and, 
an experienced taster would at once recognize and refuse 
to taste batches of tea which had not been correctly brewed. 
It is comparatively simple, when the water is poured on 
to the tea, to tell whether it has been correctly boiled. If 
it has, the tea leaves rise to the surface and settle there with 
plenty of yellow froth. On the other hand, if the water 
has been under- or over-boiled, many leaves remain at the 
bottom of the pot or move up and down for a time. 

The expert can learn a lot from just looking at the dry 
leaf and the infusion. If the appearance of the former is 
black, well twisted and full of golden tips, it will be 
valuable, even though the liquor is only fair. On the other 
hand, a stalky, open leaf tea which brews quickly and gives 
plently of color may be very useful in a blend where its 
deficiencies in appearance can be hidden to some extent. To 
denote good quality the infusion must be as close as possible 
to a rich, copper color. Greenish or very dark leaves point 
to errors in manufacture. By smeiling the infusions soon 
after the teas are drained into the cups the taster can often 
assess the value of the teas without even sampling the 
liquors, so closely are the senses of smell and taste allied. 

The training and gradual development of the palate is a 
slow but interesting process. The young tea taster must first 
of all learn to differentiate between teas that are thick or 


thin, strong or weak, pungent or soft, and so on. He must 
become familiar with recognized trade terms, such as 
“flavory,” “pungent,” “malty,” “baky,” “‘burnt,” “brisk,” 


“spicy,” and many others. They must be associated with 
the characteristics of tea and their signficance kept in mind. 

After months of hard work and many disappointments, 
the young taster gradually finds that detecting the difference 
between Ceylon and Indian teas or between Darjeeling and 
Nilgiris has become as simple as separating black from white 
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or red from blue. He now struggles to recognize the finer 
qualities of the various growths and, in due course, is 
able to distinguish and identify the most subtle flavors with 
the same unerring accuracy as a skilled artist chooses tones 
of color. 

The complete course may take from three to five years, 
depending upon the individual, the degree of concentration 
and practice, but when fully trained he will be able to tell 
at once, by the flavor of a tea, the country and the district 
in which it was grown. Sometimes he may even be able 
to tell you the name of the garden. 

Teas from the gardens change from week to week as 
the seasons progress, but consumers insist upon continuity 
of quality, and it would never do to market teas that were 
not constant in all respects. It is here that the blender 
comes into his own. He must know by practice and in- 
stinct how to impart color and strength to teas that are thin 
and flavory without losing the delicacy of flaver. 

For instance, it would be disastrous to blend an equal 
quantity of a strong, pungent Assam with a fine, flavory 
Darjeeling. Both are excellent teas in their own way, but 
the latter would never penetrate through the former and 
the blender must, therefore, alter the proportions or enlist 
the help of other teas. He must be prepared, also, to make 
adjustments here and there for variations in the water of 
different districts. A formula ideal for one may prove 
quite undesirable for others. 

Generally speaking, flavory teas come out better in soft 
water while strong, pungent types are better suited to hard. 

In Northern India, teas grown in the spring are inclined 
to be thin and harsh, but then follows a quality period, 
producing bright, juicy liquors. During the monsoon most 
teas are kown as “rains teas,’ and they lack color and 
strength. Finally comes the autumn, when they are full- 
bodied and colory, but leaf appearance is rather brown and 
stalky. During this part of the season many gardens, par- 
ticularly in the Dooars district, produce liquors which, on 
the addition of milk, turn to a deep red color, almost as 


(Continued on page 46) 
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Bi loome lo View ae | 


Ns. COW, Kothari 


Director, International Tea Market Expansion Board, 1950-51 


Ex-Vice-Chairman and Member of the Executive Committee 
of Central Tea Board (India) 


Chairman, Southern India Tea Licensing Committee 


Member of Official Trade Delegation to Indonesia on behalf 
of Govt. of India, 1950. 


Partner, Kothari and Sons (India) owners of 


Brooklands ( South Indian 


Glendale > 
Waterfall Tea Estates 

Appointed by Govt. of India to the Tea Council of the 
U.S.A. 


Clement IN. Hakim 
Sea Semporter 

91 Wall Street 
Mew York 5, TUM. 
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India’s trade awaits 


Tea Act rules 





The government of India has not at his writing, laid be- 
fore Parliament the rules under the new Tea Act passed last 
May. It is known, however, that on the most pisputed point, 
representation, the rules would allow recognized organizations 
to submit a panel of names from which the central govern- 
ment would make its choice of nominees to the Tea 
Board. 

The industry is not very happy about this arrangement, 
but a verdict is not possible until it can be seen how the 
government exercises its power of nomination. 

North Indian output is still 
about 20,000,000 pounds be- 
hind last season’s at this 
time, and the South is 3,000,- 
000 pounds ahead, as of June 
30th, 1953, compared to the 
first half of 1952. Both in 
the North and in the South 
producers are more or less 
adhering to fine plucking, 
and the year-end crop is likely 
to be down on last year’s 
total, even though not quite 
by the 50,000,000 pounds 
thought necessary last Decem- 
ber by the interests in the North. 

India’s 1953-54 export has been fixed by the government 
at 122 per cent of the standard quota. This would allow an 
export of India tea, in weight, above last year’s actual ship- 
ments, although it is well below the 135 per cent fixed by 
the International Tea Committee, of which India is a 
member. 

Both at Calcutta and Cochin sales of high quality, well 
colored teas are regaining favor and common sorts are drop- 
ping one-half to one anna on the pound, at this writing. 


A. V. Thomas, newly elected 
president of the UPASI 





By VALALE |. CHACKO, Editor and Publisher 


Planting & Commerce 
Ernakulam, India 


At the end of July, Cochin shipments were over 2,000,000 
pounds behind the seven corresponding months of last year. 

The United Planters’ Association of Southern India cele- 
brated its Diamond Jubilee during its annual conference, 
popularly known as Planter’s week, at Coonoor. 

The UPASI represents the entire South Indian plantation 
industry. As Col. G. A. R. Spain, outgoing president, 
poined out in his address, British ownership of plantations 
covers only 20 per cent of the acreage. Sterling holdings in 
coffee is as small as 214 per cent and in rubber 16 per cent. 
In tea the British share is larger, 53 per cent, but the total 
position effectively disposes of the oft heard opposition 
charge that the planting industry is a British monoply. 

Col. Spain, in his presidential speech dealt with certain 
aspects of government policy and said the industry must fit 
into the stream of progressive changes and cannot complain 
about powers taken over by the government as long as their 
use is restrained and wise. He indicated that the danger 
might lie in not being balanced by economic knowledge. 

The association was begun as a central organization for 
the several District Planters’ Associations in 1893, and in its 
60 years of life has established itself as the premier produ- 
cer's organization of India, enjoying statutory representation. 
British leadership in the organization was dominant for a 
long time but from the very beginning, Indians were associ- 
ated with UPASI. 

The organization has elected as its president for the 
coming year A. V. Thomas, a member of India’s parliament 
and a veteran planter heading one of the largest plantation 
agency firms in the South. 

Some of the urgent problems which fall into the laj of 
Mr. Thomas will be disposal of coffee and rubber stocks, 
the long delayed decision on enlarging the tea research 
organization in the South, the development and new planting 
of coffee and rubber, and above all the need to smoothen 
the relationship between government and the industry. 


Here’s a summary of key provisions in India’s new Tea Act 





Here's how Tea Trade and Industry, Calcutta, summarizes 
India’s Tea Act of 1953: 

The Board’s functions include regulation of the sale and 
export of tea; training in tea tasting and fixing grade stand- 
ards; propaganda for tea in India and abroad; registering 
and licensing of manufacturers, brokers, tea waste dealers, 
and blenders; improving tea marketing in India and else- 
where; collection of statistics; progressive labor welfare in 
the realm of tea. 

These functions are to be performed subject to rules which 
may be made by the government. The government has the 
power to disolve the Board. Chapter III, discussing control 
over the extension of tea cultivation, has generally adapted 
the provisions of the India Tea Control Act; similar in 
purport is Chapter IV. 
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The central government has the power by official notifica- 
tion to fix the maximum price or the minimum price, or 
both, which may be charged by a grower of tea, manufacturer 
or dealer, wholesale or retail, whether for the Indian market 
or for export, and the maximum quantity which may in one 
transaction be sold to any person. 

Clause 4 of Section 30 of the Act details the manner of 
price fixing for tea or tea waste, where a person is directed 
specifically by the government to sell these. 

The activities of the Board are subject to the government's 
overall control. The government may call on the Board 
to license brokers, manufacturers or dealers in tea waste 
or blenders of tea. Powers of inspection, calling for returns, 
and penalties prescribed for contravention of the provisions 
of the Act are all retained, as in the old draft. 
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HALL & LOUDON 


ESTABLISHED 1898 


TEA BROKERS 


We offer a comprehensive Tea Brokerage 
service based on experience of many years. 
NEW YORK CITY 5 
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BouKOURIS & Co., LTD. 


80 BROAD STREET, NEW YORK 4.N. Y. 
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LI PTON TEA 6 full-bodied and refreshing- 
poh a - pi % wonder more people 
brisk flavor - : ink it than any other 
rand. They know that Lip- 
Pe ton flavor gives them a lift 
mi every time—picks up their 
us Spirits when they're feeling 
7," ts dow n. Year after vear. con- 
gente stant. dependable quality has 
; made Lipton far and away 
‘ | America’s favorite tea, ~ 
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Tea Movement into the United States 
(Figures in 1,000 pounds) 

June July Aug. Sept. Oct. Nov. Dec.YEAR Jan. Feb. Mar. Apr’ May Jun Jul Aug 
Black 1952 1952 1952 1952 1952 1952 1952 1952 1953 1953 1953 1953 1953 1953 195°. 1953 
Ceylon 3,712 5,250 3,136 4,212 3,338 1,973 2,642 42,188 3,546 4,132 4,965 4,676 3,368 3,678 4,060 4,036 
India 1,667 1,752 1,982 4,361 3,173 2,725 3,593 35,804 3,798 3,343 4,982 3,988 3,288 2,524 2,591 1,432 
Formosa wae 18 19 $12 10 = 41 115 1,581 a 77 70 79 238 52. 120. 138 
Java 733 «818 369 757 569 496 570 7,814 400 299 818 792 543 513, 783: 337 
Africa 42 111 133 151 55 132 316 1,614 175 307 270 437 # 781 498 230 157 
Sumatra 380 150 148 235 34 129 120 2217 280 405 314 287 705 341 439 164 
Misc. 55 27 34-36 8 32 24 #193 24 353 8 3 62 46.130 33 
Green 
Japan 105 571 694 473 212 192 38 2,483 73 25 114 58 107 87 185 699 
Misc. rite 11 20 15 ae 118 34 8 28 9 47 15 10 
Oolong 
Formosa 1 >" 3. 8k 56 20. 207 12 9 17 4 as 3 1 17 
Canton 2 1 eee cs we 26 a Ke Sa on ony ve 1 18 
Scntd Cntn 2 Ry Cy. er eee ee : 4 ee 2 
Misc. 1 5 5 1 10° 2. ee Bie 5-0, 6 25 
TOTALS 6,703 8,715  6,52910,268 7,490 5,780 7,443 94,559 8,348 8659 11,601 10,400 9,164 7,758 8,561 7,061 
Figures cover teas examined and passed, do not include rejections. Based on reports from U. S. Tea Examiner. 




















Stepped up 1953-54 drive 
for hot tea announced by Tea Council 


Twenty per cent more money than last year will be spent 
on the tea industry's 1953-54 hot tea campaign, it was 
announced by Anthony Hyde, executive director of the Tea 
Council of the U. S. A., Inc. 

The same basic advertising theme,-‘’Take Tea and See,” 
will be used again this year for the hot tea sales campaign, 
which is part of the Tea Council's year ‘round $1,500,000 
industry promotion effort. 

“Tea sales are going up faster than at any time in the 
last generation,’ Mr. Hyde stated, “‘and the tea industry is 
going all-out to take advantage of this situation. 

“Grocers and restaurateurs keep telling us that their tea 
sales are going up faster than ever before. They are finding 
out that they can sell high profit tea in volume. On a 
national basis the figures show that for the 12 months ending 
in May, 1953, grocery store tea sales were up nine per cent. 

“To help swell this rising tied of tea’s popularity, the 
Tea Council will sponsor heavy spot television hot tea cam- 
paigns for 20 weeks in 12 major markets.” 

Mr. Hyde stated that the highly successful ‘'Take Tea and 
See’’ campaign that has made sales history for the past two 
years has been worked into a new series of 20 second and 
one minute TV film commercials that will appear several 
times daily from October 26th, 1953, to March 13th, 1954, 
in the following cities: 

Baltimore, Boston, Chicago, Cleveland, Detroit, Los 
Angeles, New York, Philadelphia, Pittsburgh, Providence, 
San Francisco, Washington, D. C. 

These markets account for about 55 per cent of all U.S. 
TV homes, 41 per cent of total U.S. food sales and over 
50 per cent of U. S. tea sales. 

In addition to this stepped up advertising campaign, Mr. 
Hyde announced that a new line of merchandising materials 
designed to be effective in advertising and non-advertising 
markets alike is now ready. 
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He stated that the 1953-54 merchandising material, featur- 
ing the sales making ‘Take Tea and See’ slogan on a big 
red teapot, is in dramatic red, white and blue, and /s available 
free on request to the Tea Council of the U. S. A., Inc. 


Program to combat dry service in restaurants 
is part of Tea Council’s 1953-54 hot tea campaign 


A program to combat dry tea service in restaurants has 
been approved by the Tea Council and will be part of the 
1953-54 hot tea compaign. 

Steps along these lines were suggested by the Junior 
Board of Directors of the Tea Association of the U.S.A. 
As a result of this request, the association's Restaurant 
Merchandising Committee recommended four measures: 

(1) a new package insert free in reasonable quantities to 
firms which pack for the restaurant trade; (2) a warning 
sticker which salesmen can put on hot water urns to serve 
as a constant reminder to waiters and waitresses at the 
very spot where dry service occurs; (3) a special piece 
directed to salesmen to point up the problem and urge the 
proper steps to overcome it;(4) a broadside which sales- 
men can use in selling restaurateurs against the dry service 
position. 





Tea Convention story 
in next issue of C&T 


Reports on the eighth annual convention of the Tea 
Association of the U. S. A., held at The Greenbrier. 
White Sulphur Springs, W. Va., will appear in the next 
issue of COFFEE & TEA INDUSTRIES, formerly The Spice 
Mill. 

For those at the convention—and especially tea men 
unable to attend—the issue will be an invaluable reference 
to reports and discussions at one of the industry's most 
decisive conclaves 
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U. S. tea leaders honor 
C. M. Kothari at dinner 
tendered by Clement Hakim 


One of the leaders of the tea industry in India, C. M. 
Kothari, was guest of honor at a dinner at the Waldorf- 
Astoria Hotel, New York City, tendered by Clement M. 
Hakim, prominent tea importer. 

Mr. Kothari was recently named by India to serve as one 
of its directors cn the Tea Council of the U.S.A., Inc. 

He was in this country to attend a meeting of the 
Council, as well as the eighth annual convention of the 
Tea Association of the U.S.A., held at The Greenbrier, 
White Sulphur Springs, W. Va. 

The impressive dinner at the Waldorf-Astoria arranged 
by Mr. Hakim brought a disinguished gathering of leaders 
of the tea industry and allied fields, and their wives. 

Guests included Samuel Winokur, just reelected president 
of the Tea Association for a third term, Anthony Hyde, ex- 
ecutive director of the Tea Council, William E. Petersen, 
vice president of the Irving Trust Co., and others. 

Mr. Kothari is widely respected for his contributions to 
tea industry leadership in India. 

A former president of the Federation of the Indian 
Chambers of Commerce & Industry, Mr. Kothari was plan- 
ning to visit Canada to explore the possibility of setting up 
a Tea Council of Canada, with joint participation by the 
government of India and Canadian tea interests. 

Mr. Kothari is a former member of the Internation! 
Tea Market Expansion Board. He has also been on the 
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Our Regular Services Include: 


Inspecting pre-auction samples in our Far Eastern Offices 
Cabling reports from Primary Markets 

Matching standards in our Far Eastern Offices 
Airmailing samples to U.S.A. 

Cabling offers, orders, and confirmations 
Exporting Teas at Far Eastern ports 

Arranging insurance and ocean freight to U.S.A. 
Financing Teas to U.S.A. 

Entering shipments through U.S. Customs 
Warehousing Teas in U.S.A. 

Handling domestic shipments from U.S.A. ports. 
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At the Waldorf-Astoria dinner tendered by a prominent 
American tea importer, to a leader of the tea industry in 
India. C. M. Kothari (standing) was guest of honor at the 
dinner, arranged by Clement M. Hakim (at Mr. Kothari's 
right). On hand were top figures in American tea and 
allied fields, including Cecil Hudnall, manager of the green 
coffee and tea division of Standard Brands Inc.; Joseph 
Vaskas, tea buying agent for A&P; Samuel Winokur, of 
Seeman Bros., Inc., president of the Tea Association of the 
U.S.A.; Anthony Hyde, executive director of the Tea 
Council of the U.S.A.; Charles Marcus, senior vice presi- 
dent, Bendix Aviation Corp.; William E. Petersen, vice 
president, Irving Trust Co.; Raymond B. Partridge, Gen- 
eral Foods Corp.; A. Leslie Porter, T. H. Estabrook Co. 
of Canada; Jack Hague, Seymour & Co.; Harry R. Mc- 
Comb, Standard Brands Inc.; and others. 


executive committee of the United Planters’ Association of 
Southern India and has been vice chairman of the Central 
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Tea Board. He has also been chairman of the Southern 
India Tea Licensing Committee. 

Active in civic as well as industry affairs, he served as a 
member of the Madras Legislative Assembly for five years, 
from 1947 to 1952. 

Mr. Kothari’s connecion with tea is direct and extensive. 
He is chairman and managing agent of three planting 
firms representing about 5,000 acres of tea, as well as an 
equal area in coffee, with a capital and reserve fund of about 
10,000,000 rupees. 

He also heads up other interests, in textiles, banking 
and utilities. 

At the Waldorf-Astoria dinner, Mr. Hakim and the 
other leaders of the American tea industry paid tribute to 
Mr. Kothari’s efforts on behalf of tea. 


India names Kothari, Davies 
delegates to Tea Council 


The government of India has named two new delegates 
to the board of directors of the Tea Council of the U.S.A., 
Inc. 

They are C. M. Kothari, partner in Kothari & Sons, India, 
and S. H. Davies, chairman of the India Tea Association. 

Both men were in the United States to attend a meeting 
of the Tea Council as well as the eighth annual convention 
of the Tea Association of the U.S.A. 

Mr. Kothari is a former president of the Federation of 
Indian Chambers of Commerce & Industry, and active in 
Industry and civic affairs in that country. 

Mr. Davies is associated with Duncan Bros., owners 
and managers of important tea estates in North India. 


Tea is secret of longevity 


A 107-year old Japanese woman recently told the secret 
of her long life, according to a report forwarded by H. 
Horikoski, secretary of the Japan Tea Exporters’ Association, 
Shizuoka. 

Mrs. Hatsu Fudo, of the small village of Kamo-Mura, 
Ishikawa Prefecture, put it this way: 

“Ever since I was young I have been drinking ten to 20 
cups of tea every morning before breakfast. In brief, loving 
to drink green tea and keeping away from worries are the 
best ways to keep one’s health and to enjoy lengthy life.” 

Mrs. Hatsu Fudo was honored at a celebration in the 
village honoring people more than 75 years old. 

Most of the guests of honor were also inveterate tea 
drinkers, it was revealed. 

The village celebration was held on Old People’s Day, 
set aside in Japan for kindness to old folks. 


Toronto tea importer dies 


Byron E. Armstrong, 79, well known tea importer and 
wholesaler, died recently at his home in Toronto. 

He began his career in the grocery business and then 
opened a tea importing and wholesaling firm with which 
he was associated for 50 years. 

His wife and two sons survive. 


To use mobile tea shops 


Mobile tea shops are soon to be introduced in Bombay as 
a part of a campaign being launched by the Central Tea 
Board at India. 
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McCormick acquires Ben-Hur through merger; 
Walter Emmerling continues as top executive 


McCormick & Co., Inc., Baltimore, said to be the world’s 
largest spice and extract house, has announced that it pro- 
poses to acquire the outstanding stock of Ben-Hur Prod- 
ucts, Inc., Los Angeles, in exchange for shares of its cwn 
stock, subject to obtaining Corporation Commission ap- 
proval in California. The result would be a merger of the 
two companies. 

If the proposal, which has received approval of ‘the 
board of directors of both companies, is approved by the 
stockholders, the operations of Ben-Hur will be carried 
on as a division of McCormick. 

Walter Emmerling, president of Ben-Hur, has agreed 
to continue as the chief executive of the Ben-Hur organiza- 
tion if the merger goes through, and it is expected he will 
be elected to the McCormick board of directors. 

Incorporated under the laws of Delaware in 1930, Ben- 
Hur is engaged principally in the manufacturing, packing 
and processing of coffee, spices, flavoring extracts, tea, gelatin 
desserts and puddings. Its chief product is coffee, marketed 
under the brand names ‘Ben-Hur’ and “Golden West’’. 
The largest portion of the company’s business is in the 
Pacific Coast area, 

“If the merger goes through, “said Charles P. McCormick, 
president and chairman of the McCormick board of direc- 
tors,’” we expect to follow the pattern established when we 
combined our business with that of A. Schilling & Co., of 
San Francisco, in 1947. We do not believe in absentee 
management. 


Tea leaders discuss cooperative publicity with William O. Wheeler, 
president of the National Restaurant Association. Mr. Wheeler is ap- 
pearing in a Tea Council television film, “No Dishes Tonight," for 
distribution to TV stations throughout the country. From left: C. 
William Felton, a Tea Council director; Samuel Winokur, president of 
the Tea Association of the U.S.A.; Mr. Wheeler; and Edward C 
Parker, Tea Council treasurer. 


"Under the able leadership of Mr. Emmerling, we con- 
template that, as part of our organization, Ben-Hur will 
continue to be operated and administered as a West Coast 
organization, offering opportunities and employment for 
western people. 

“We are fortunate that Mr. Emmerling has agreed that 
if the stockholders of our companies approve the proposal, 
he will join our organization and help us build for the 
future. Bringing together the personnel and facilities of 
these two companies will result, we believe, in great benefit 
to the consuming public, to the distributors of our respective 
products and to our stockholders.” 
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Packaging 


a kind of “modernizing in reverse”, by ordinary standards, is this shift to... 


the “selling face’ 


‘ The new can design (left) 
and the old. This smiling, 
beaming countenance of 
an older man is used in 
the new design to sell 
Shurfine Coffee to the 
older generation —and to 
the younger crop of house- 
wives. Reports indicate the 
idea is sound. Sales are 
climbing. 


on Shurfine Coffee’s new can 


Time and the maturing of younger generations are making 
for changes in food-packaging appeal these days, and the 
new Shurfine Coffee can is no exception. 

Confronted with the delicate enigma of having both whole 
roast and vacuum-packed coffee appearing before the con- 
suming public with the same design and color of package, 
officials of the Associated Grocers Co-Op, Seattle, Washing- 
ton, this year decided to change the looks of the vacuum- 
packed can to make it different from the whole roast number. 
Further, as long as the job was going to be done, it was 
felt that an “‘ultra-ultra’’ design could be worked up. 

More than eight months of intense effort was put into 
the project, with the work shared by the advertising depart- 
ment of Associated Grocers Co-Op, the American Can 
Co., and the Wason Brothers Co., Seattle, roasters and 
packers of the coffee. 

The accompanying comparison photo quickly shows the 
marked improvement. The new theme is quite the reverse 
of the usual concept of so-called “modernizing,” in that 
the smiling, beaming, and satisfied countenance of an older 
man is used to tell the older generation, as well as the 
new generation of housewives, that ‘"M-M-M This is It!”’, 
with definite authority. It was felt that young housewives 
and their families are close enough to their own youth and 
to their parents to respect the advice of this kindly, elderly 
gentleman. 

The can design is worked with two complete panels, in 
order to facilitate easy stacking on grocery shelves, no matter 
how the tins are stacked the “‘selling face’ gets a multiple 
showing. Moreover, all extraneous material was eliminated, 
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so that simplicity of design would provide greater impact. 

The brand,, ‘Shurfine,” was copyrighted in 1935 by 
National Retail-Owned Grocers, Inc., and is distributed by 
the vast network of NROG Co-Op wholesalers and retailer 
members throughout the country. 

The new can, however, is presently being used only by the 
Associated Grocers Co-Op, Seattle; URM, Spokane; and As- 
sociated Food Stores, Salt Lake City—all NROG warehouse 
distributors. The old can is still being used elsewhere in the 
country. 

Within the above-mentioned distribution area, approxi 
mately 1,000 top-notch super markets are featuring the 
brand in large and carefully placed displays. 

If public acceptance is any criteria, the new can is a 
candidate for America’s most outstanding coffee tin. 

As to the quality of the product, itself, the coffee is 
reported to be blended with the world’s finest ingredients 
and is offered as a ‘quality’ rather than a “‘price’’ product, 
although it is sold for less than other nationally advertised 
coffees. This is made possible by the low-cost distribution 
advantages offered by NROG wholesalers to their members, 
it was explained. 

The new Shurfine tin broke in the Pacific Northwest 
market during late September. The maneuver was carefully 
timed to catch the consuming public at a time when they 
were most apt to be looking around for “something better 
than ordinary in the way of coffee.” 

As of this writing sales are reported to be climbing way 
beyond expectations. 
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Preview Vibratone Designs for labels, cartons 

Rossotti Lithograph Corp. entertained food and packaging 
editors recently at a preview of Vibratone Designs, their 
new development in “unlimited color-design effects for 
transformation of former solid color areas on food labels 
and cartons.” 

The Rossotti party was held at the offices of their ad- 
vertising and public relations representative., The Entree 
Agency, Inc., in New York City. 

Although Vibratone was announced earlier this year, 
the preview was the public showing of these new designs, 
which use standard four-color process lithography to achieve 
new combinations of line and color. 

Vibratone provides background pattern effects of a dis- 
tinctly different texture from pictorials and solids, it was ex- 
plained. Because p‘ctorials are in 133 screen, and the back- 
grounds are of coarser texture, a third dimension effect is 
achieved, setting out the pictorial. 

The same third dimension effect is achieved between brand 
names and other major copy, as these usually are printed 
either as solids, or in reverse. 


Bulletin describes filling machines 


Versatility and adaptability are the themes of a new 
illustrated bulletin describing the complete line of Stokes 
and Smith filling machines. Substantial savings in material 
through consistent accuracy plus worthwhile labor savings 
made possible by efficient operation are stressed as out- 
standing features of Stokes and Smith fillers. 

Detailed data is furnished on all Stokes and Smith 
fillers and their numerous combinations for handling every- 
thing from granular products to powders. 

For a copy—it is Bulletin 4962—write the Stokes and 
Smith Co., subsidiary of Food Machinery and Chemical 
Corp., 4962 Summerdale Avenue, Philadelphia 24, Pa. 


the art of tea blending 


(Continued from page 37) 





though a dash or two of red ink had been added. 
Seasons vary in all producing countries and the magnitude 
of the problem before the blender can easily be imagined. 
A great deal of importance attaches to the mere ap- 
pearance of the dry leaf. Consumers in many countries 
have a strong prejudice against brownish leaf and stalk, 
and will pay high prices for teas that are black and tippy 
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in appearance. Iran and Iraq are typical examples, while 
of the Western countries, Eire is particularly fond of stylish 
teas. 

In the United Kingdom, where the bulk of the world crop 
is drunk and where there is a higher proportion of dis- 
criminating tea drinkers than anywhere else, less importance 
is attached to appearance, but even there the blender en- 
deavors to keep his blends looking much the same from 
week to week. A conspicuous change would create doubts 
in the minds of consumers and must, therefore, be avoided. 

Another factor to be borne in mind is the volume of each 
blend. Most tea is blended and packed by machinery, and 
the blender must be careful that his blends will fit the 
packages. This often presents difficulties, because some 
teas are much lighter and more flaky than others. 

The care and attention that is lavished upon tea from the 
time it is grown until it reaches the consumer is considerable. 
The garden managers taste and watch over the result of 
their labors in the field and receive regular reports from 
their brokers. The agency houses have their tasters, and 
finally the blender juggles with the various grades and 
qualities. In the long run, skill in blending is rewarded 
by increased consumption. 

There are, of course, occasions when the taster’s skill 
may be in question. 

Some years ago a well-known expert was giving evidence 
for his company in an infringement case when the defense 
counsel asked him his occupation. He replied that he was 
a tea expert, and upon being asked what right he had to 
call himself such, said: ‘Well, I have been tasting tea 
for 30 years, sir.” 

The barrister at once countered with a remark to the 
effect that he had been tasting tea for 40 years, but he did 
not call himself an expert. 

This was too much for the harassed taster, who exclaimed 
with some heat that he had been talking for 50 years but 
laid no claim to being a barrister! 

Sydney Smith, the great parson and journalist who lived 
in the eighteenth century, is reputed to have said: ‘Thank 
God for tea! What would the world do without tea?” 
Had he been alive today, we cannot help feeling that his 
gratitude would have been extended to include the tea 
blender. 
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primitive sun drying of chili peppers 
is old hat in modern, controlled operations 


progress in chili processing 





Many chillies have gone through the mill since the first 
pound of High Grade Chili Powder was sold by Gentry 
‘way back in 1919, according to the Gentry Serenader. 

Many technological improvements have been made in 
the methods of processing fresh red chili peppers into 
dried chili pods, ground chili pepper and spice-blended chili 
powder. 

In the old days, for example, the fresh chili peppers were 
sun-dried in much the same primitive manner used centuries 
ago. The ripe peppers were threaded with twine into 
ristras, or strings, about four feet long. Placed on the 
roofs of houses, or strung from the eaves, the bright red 
chillies made a colorful sight in the fall of the year. Some- 
times the strings of peppers were suspended from wooden 
crossbars, sometimes they were merely spread on the ground. 

They weren't washed, of course, for to wet a chili pepper 
before sun-drying was to invite the growth of mold. It was 
bad enough for them to be exposed to the foggy or damp 
days which generally follow the late harvest season, and to 
the heavy dew which falls each night late in the year, even 
in the warmest parts of California. 

Quite aside from the presence of field dust, and the 
strong possibility of mold, there often was a loss of as 
much as 15 per cent because of bleaching, for there was no 
way to control the sun. One simply hoped for the best. 

As the demand for chili powder increased, better methods 
were devised for drying the crop. Sun-drying gave way to 
the use of gas-heated pepper kilns. 

Looking like nothing else imaginable, a typical pepper 
kiln was about 16 feet wide and 30 fee long. The slightly 
gabled roof held a veritable forest of tall flues, or vents, 
about three or four feet apart—usually 16 in number. The 
floor was made of boards spaced about an inch or so apart. 

In the basement, running the length of the building, was 
a series of gas pipes spaced about 18 inches apart. The 
heated air rose between the slats in the floor, circulated 
through the stacks of chili peppers, and escaped through 
the flues. 

There was no way to control the humidity, nor was the 
dust of the fields washed from the freshly-picked chili 
peppers. The peppers were spread on trays by hand. Even 
when conditions were right, they required as many as ten 
to twelve days for dehydration in the kilns, during which 
time the trays were laboriously rotated by hand from the 
top of the stack to the bottom in an effort to obtain uni- 
formly dried chili pods. 
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Although the kilns offered protection from the damp- 
ness of dew-laden nights, their use introduced still another 
problem. Strong winds would roar through the vents, 
creating down-drafts which blew the open gas flames in the 
basement toward one side of the kiln. This concentrated 
the heat in one area, resulting in burned, or carameliz- 
peppers in one part of the building, and insuffciently dried 
peppers in the other. 

Even though the pepper kilns represented a major step 
forward, they offered no means of controlling the hu- 
midity or the temperature. It was not until 1925 that really 
modern methods were introduced into he chili industry with 
the first use of tunnel dehydrators, The drying tunnels 
were adopted from those developed for drying fruits, such 
as prunes. 

Their use made it possible, for the first time, to control 
humidity and temperature accurately, and this, in turn, 
allowed the peppers to be washed thoroughly before de- 
hydration. Another very major improvement which tun- 
nel-drying brought about was the improvement in the color 
of the dried pods. 

The Gentry Oxnard plant exemplifies the most modern 
methods of chili dehydration. Completed in 1946, it is 
the largest in the industry—which is another way of saying 
it is the largest in the world. 








Harvesting nutmegs in Indonesia. Since the tree is delicate, fruits 
on top branches are gathered by a "gai-gai" on a pole. 
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See mustard seed output 
smallest in 16 years 


With an acreage only about a fourth of the 1942-51 aver- 
age, the 1953 production of mustard seed in Montana and 
California is indicated to be the smallest since 1937, ac- 
cording to the Bureau of Agriculture Economics. 

This year's crop is forecast at 9,091,000 pounds of clean 
seed, 42 per cent smaller than last year’s production of 
15,543,000 pounds and 65 per cent below the ten-year 
average of 25,906,000 pounds. 

Sharp declines in the production of Oriental (Brassica 
juncea, yellow-seeded form of brown mustard) and yellow 
(Brassica alba) mustard seed are indicated. This year's 
production of Oriental is estimated at. 3,015,000 pounds, 
compared with 7,293,000 pounds in 1952, and the average 
of 9,054,000 peunds. The 1953 preducticn of yellow mus- 
tard, estimated at 3,136,000 pounds, ccmpares with 6,534,- 
000 pounds in 1952 and the average of 12,391,000 pounds. 

Production of brown mustard (Brassica juncea), forecast 
at 2,940,000 pounds, is 71 per cent larger than last year’s 
crop of 1,716,000 pounds, but a third below the average of 
1,451,000 pounds. 

The estimated 15,400 acres for harvest this year, smallest 
since 1931, is 30 per cent smaller than the 22,000 acres 
harvested in 1952 and only about a fourth as large as the 
average of 59,610 acres. 

Apparently other crops in Montana and California have 
been more profitable to grow than has mustard seed. 
Abandonment of planted acreage this year is indicated to 
be very small—only 400 acres, compared with 700 acres in 
1952 and 9,300 acres in 1951. 

Imports of whole mustard seed for consumption during 
1952 were 30,473,842 pounds, exceeding the previous record 
imports of 1951 by approximately 5,100,000 pounds and 
three times the 1946-60 average of 10,109,130 pounds. 

Of the record mustard-seed imports in 1952, 21,670,640 
pounds came from Canada, 5,665,506 pounds from the 
Netherlands, 1,204,792 pounds from the United Kingdom, 
1,204,790 pounds from Denmark, 385,975 poumds- from 
Italy, 249,441 pounds from Chile, and the. remaining 
92,698 pounds from western Germany, India and Japan. 


Trade mourns passing of M. L. Van Norden 

The spice industry is mourning the passing ef one of 
its best known members. Maximilian Langdon Van Norden, 
partner in Van Norden & Co., New York City, died at 
the Mary Hitchcock Memorial 
Hospital, Hanover, N. H., 
after an extended illness. 

Mr. Van Norden was born 
in St. Albans, Vt., in 1880. 
He graduated from Stamford 
University in 1904. During 
the First World War he 
served in the field artillery 
as a first lieutenant. 

Mr. Van Norden was as- 
scciated with Frame & Co. 
(later E. L. Prior & Co.) 
and travelled around the 
world for that firm in 1920. 
He formed Van Norden & Co. in 1922, with Percy S. 
Hansen. In 1937 the late William Archibald, Jr. joined 
the firm, which changed its name to Van Norden & Archi- 
bald, Inc. Upon the death of Mr. Archibald in 1951 the 
name was again changed to Van Norden & Co. 

Mr. Van Norden, or ‘Max’ as he was known to some 
and ‘Van’ to others, was prominent in the affairs of the 
American Spice Trade Association for many years. The 
accomplishment which will forever endear him to th: 
industry was his almost single-handed campaign to secure 
public approval and support of spice. 

He was one of the founders of The Committee to In- 
crease the Use of Spices and struggled for years against 
apathy and financial discouragements until, before his death, 
he saw his persistent and farsighted efforts become one of the 
association's most important and successful activities. He 
remained a member of the Publicity Committee until his 
death. 

He is survived by his widow, Elizabeth Bradford Van 
Norden, a daughter Elizabeth Ann, and a son, Pierre. 





"Max"’ Van Norden 


Predicts rise in Travancore-Cochin pepper yield 

A 20 per cent increase in the pepper yield in Travancore- 
Cochin States for 1953-54, has been forecast by leading 
traders. 

The yield during 1952-53 was a little over 10,000 tons 
against the normal yield of 12,000 tons. 
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By JAMES J. BRODERICK 


(This article is from The Givaudan Flavorist, published 
by Givaudan Flavors, Inc.) 


The first half of this century has undoubtedly represented 
the era of greatest scientific progress in the history of man- 
kind, and the chemist has really come into his own in the 
processing industries. As is very often the case in a 
rapid advancement of this kind, one usually goes a little 
too far, and in the last decade there has been a tendency 
to be too scientific and to base every decision on ‘‘sctentific 
fact’. The unfortunate chemist has been pulled out of his 
field in many cases because it was felt that if a given 
problem wasn't scientifically attacked through research, it 
just wasn’t right. The fields where art and other somewhat 
intangible factors were important were ignored or brusned 
aside and re-established on supposedly definite scientific 
fact. 

Great advances have been made in the scientific pro- 
cessing of fruit extracts, principally in the development of 
low temperature evaporation, volatile essence recovery and 
superior enzymes for removing undesirable  pectinous 
materials. But in many cases the application of these 
developments has been misused by carrying the scientific 
attitude too far. 

For example, let us suppose that we are a_ research 
chemist and have been assigned the task of developing an 
outstanding cherry extract. A preliminary investigation 
shows us that dried cherries are inferior to fresh or frozen 
cherries, and that commercial juices are not standardized 
and are often inferior in quality. Because fresh cherries 
are only available in season, we decide to use only frozen 
cherries. Our next step is to try all the varieties of cherries 
and choose the best for our needs. We find that we obtain 
the best flavor from the Morellos, May Duke and Royal 
Duke varities, although the Montmorency gives excellent 
color. 

By a careful and expert evaluation of such properties as 
flavor, color, optimum tartness, optimum bitterness, fruit 
body, etc., we find that two or three varieties are far superior 
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to the others in their overall evaluation. Now, by correlating 
the relative desirable properties with price and availability 
for large scale production, we find that one variety, namely 
the Morello, is far ahead of the others. Having therefore 
decided on the Morello cherry, we next work out our method 
of production. 

This would involve the pressing of the fruit, volatile 
essence recovery and depectinization of the juice. The 
next logical step would be low temperature contentra- 
tion of the juice and a final combination of con- 
centrated juice, volatile essence and possibly a_ press 
cake extraction such that the final extract has the required 
fruit and alcholic content. Unfortunately, when placed 
on the market, it is outsold by extracts made much less 
scientifically, with poorer extraction methods and using many 
different varieties of cherries that were found to be inferior 
to the Morello. 

Not too long ago, American wine producers found that 
their products were always considered inferior to European 
wines. Alhough we had fine grapes in America and nany 
varieties unheard of in Europe, and although the most 
modern methods of preparation were used, American wines 
were definitely inferior. Today, American wines are not 
only competing with foreign wines, but in many cases are 
preferred by some in the foreign wine-producing countries. 
This new success has been due to the development of the 
art in wine making in American. 

We cite the wine industry because o fthe striking parallel 
in the fruit extract industry. In reconsidering our cherty 
problem with a more open mind, we find that we can make 
a much cheaper extract using other varieties, but that the 
resulting extract is lacking in aroma, or is too tart, or is 
too bitter, etc. There is no doubt that the Morello cherry 
gives the best overall results. If we now decide to blend 
the various varieties so that the sourness of one is tempered 
by the body of another, the color of another, the aroma of 
still another, we find that the varities that were objectionable 
in themselves may lend very desirable characteristics to the 
blend. We may find that the resulting blend is not only 
more economical than the straight Morello cherry extract, 
but has greater flavor appeal. The blending of varieties is 
especially valuable when the end use of the extract is con- 
sidered. For example, if a beverage or cordial is depeadent 
on a cherry extract for its flavor, the extract must be well 
balanced for aroma, body, color, bitterness, etc. Usually, 
an extract having greater bitterness is more desirable in 
cordials than in beverages, and this should be considered 
in blending. If certified color is to be used in the beverage, 
then color is not an important factor in the extract, whereas 
in cordials and some beverages it may be. If a true fruit 
extract is being used to enhance an imitation flavor in an 
extract or a product, aroma and “fruit body” are the im- 
portant factors and a different blend would be used. 

An important factor generally overlooked today is that 
although almost all the various fruits are grown in this 
country, it would be illogical to assume that we grow the 
best fruits in all varieties at the lowest price. Foreign fruit 
extracts and juices are very different in flavor from our 
domestic products, due to the inherent differences in the 
fruits and the fact that their regulations permit the fer- 
mentation of juices. 

In considering foreign fruit juices and concentrates, it is 
well to be aware of the fact that some European countries 

(Continued on page 55) 
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@ @ Members of the coffee trade are 
mourning the passing of Angus Mackey, 
who was well known in the industry in 
this country and in Brazil. 

Mr. Mackey, 62, died of a heart ail- 
ment after an extended illness. 

He started in coffee in 1908 with his 
father, W. D. Mackey. In later years he 
was associated with a number of coffee 
firms, including George F. Wiemann & 
Co., C. E. Bickford & Co., Arnold, Dorr 
& Co., Otis McAllister and Spitzer Bros. 

He then established his own business, 
as Angus Mackey & Co., and the Angus 
Mackey Brokerage Corp. 

In 1947 he became a member of the 
New York Coffee & Sugar Exchange. 

For several years he lived in Brazil, 
and he traveled extensively in the United 
States 

He is survived by his widow, Effie; 
four sisters; and three brothers well 
known in coffee, William D., Chandler A., 
and Donald. 
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@ @ Arthur A. Anisansel has been re- 
elected president of the New York City 
Green Coffee Association for the coming 
vear. H. M. Scheffer continues as vice 
president, and Fred E. Barnard is treasu- 
rer. 

Named directors for the 1955 term 
were H. F. Baerwald, F. C. Byers, John 
T. Daly, Nelson B. Hendrickson, Cecil 
L. Hudnall, William H. Lee. 

On the adjudication committee are Earl 
B. Ackerman, J. F. Banzhaf, T. F. Con- 
roy, Kenneth M. Fairchild, H. A. Fraen- 
kel, John Heron, James P. Norton and 
Robert B. Sasseen. 

@ @ In Brazil for a three or four week 
business trip is Fred FE. Barnard, of 
Geo. W., Lawrence & Co. Mr. Barnard, 
who flew down, is making his headquart- 
ers in Santos at Ferreira da Silva & Cia., 
prominent shippers represented by Geo. W. 
Lawrence. 

@ @ Eugene A. Canalizo, former presi- 
dent of the New York Cocoa Exchange 


and one-time importer of cocoa, coffee 
and other commodities, died recently in 
Mexico City. He was 64. 

@ @ Harry R. McComb, assistant mana- 
ger of the green coffee and tea division 
of Standard Brands Inc., flew down to 
Brazil for a business visit. 

@ @ Also in Brazil was Kenneth Fair- 
child, of Fairchild & Bolte, leading Front 
Street brokers. He was accompanied by 
his wife and son. 

@ @ Underway again are the “Mannion 
Girls”, girls from coffee, tea and spice 
offices who meet to make surgical dress- 
ings for the New York City Cancer 
Committee. 

First meeting of the fall season is 

October 28th at 5:15 p. m. on the fifth 
floor of the Otis McAllister building at 
129 Front Street. Everybody welcome. 
@ ®@ Clarence Schmelzel, formerly presi- 
dent and treasurer of the Gillies Coffee 
Co., died recently in Coral Gables, Fla., 
at the age of 64. He retired to Florida 
in 1941. 
@ @ Earl Ackerman, vice president of 
the Otis McAllister Coffee Corp., sailed 
for Brazil recently with Mrs. Acker- 
man on the Moore-McCormack _ liner 
Argentina. 
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By MARK M. HALL 


@@ As might be expected, all is not 


Costa Rica, El Salvador and Mexico. 
They went down by ship and worked 
their way back by plane. 


iin icn, —-llliiicitiiainnsisiiecilllltianne— narensiliiniti. a. 


that firm and its predecessor, Charles F. 
Theirbach & Co. Mr. Busch is 73 years 
old. He probably has the record for 
continuous activity in the coffee business 
with the same family in ownership. He 
had charge of coffee buying and acted as 
superintendent. 

@ @ Jack Secba recently resigned from 
the Jones-Thierbach Co. to become asso- 


harmony in coffee opinion on the state In Weldon’s opinion, a good portion of dimied’ pti: Man daadiones “Sine Radieg 
of the market. If it were, the business the Salvador and Mexican coffee crop, Service. This company sells coffee to 
would be too simple, and there would be ready for shipment in November and factories and offices for the coffee break, 


nothing to stimulate the keen minds in 
the trade—or to promote respect by the 
younger men for their elders. 


December, has been sold. . Planters and 
shippers are bullish on high prices. In 


Costa Rica, German buyers have been 


in containers which run from three to 
five gallons. At his former company, 
Jack was sales manager and buyer of 


One coffee service states that the active, purchasing in relatively small a- spices and tea. He is the son of Henry 
weather in Sao Paulo is excellent and mounts, but paying as much as two cents Seeba, secretary and treasurer of Jones 
the flowering is very good. rhe crop above the market. By intricate exchange Thierbach 


for 1954 is expected to reach 17,000,000 
But an importer injects this doubt, 
flowering is good the 
There is no telling 
to the coffee 


bags. 
that even if the 
blossoms may drop. 
the extent of the damage 


manipulations they are able to get their 
coffee into Germany, past a high import 
duty, at a price the Germans can pay. 

In Ecuador the crop is short and there 
are fewer washed coffees than were on 


@ 8 Mr. and Mrs. Harry March, of the 
Grace Lines, are traveling through Central 
America. They left on the Johnson liner, 
Canada, and are returning on one of the 
Grace Line Ships. 


si: — the crop is ait 7 ' hand last vear. Most of the crop is @ @ There were a few visitors from EF! 
ener: een ni with. a pencil anc already sold. Salvador last month. They were Eduardo 

a teleor: fr S -Dpresentative : : 

Sen SO ee eee The Colombian market is strong, and Hill and Roberto Parker, prominent plan- 


Brazil, figures on his scratch pad_ that 
after taking care of 900,000 bags for their 


continued buying will keep it so. 
The shipping congestion at Buena Ven- 


tation owners and exporters of coffee. 


The latter acted at one time in an am- 


coast trade, Brazil will have 13,800,000 ae ae ree bassadorial capacity for his government 
bags tor world export, as against 15,600,- — ss bad. Facilities in the anchor in Brazil. Carlos Guirola, a prominent 
000 this year. The carryover in July are wanting and getting worse. Labor 1s banker in San Salvador, passed through 
of this year was over 3,000,000 bags, short. There is a lack of berths for San Francisco after representing his gov- 
which could leave between 3,000,00 4,000,- ships. The congestion from Cali to Ven- ernment at the Coronation in London. 


000 carryover next year. 

Still another says that the flowering has 
been a disappointment and he estimates the 
carryover will be under 3,000,000 bags in 
1954. European consumption is growing 
and a continued tight supply is in sight. 

With all that how can_ high 
and low distant futures be reconciled 
with confidence in the future? Reports 
during September showed a spread of al- 
most six points on the Exchange. 

The local market has recently taken 
a turn for the better. Roasters are buying 
futures with reluctance and paying high 
for spots. They seem to be waiting for 
the Central American crop in November 
and December, but it is not expected that 
this will relieve the situation much, 
® @ Weldon H. Emigh and Mrs. Emigh 
returned from a trip last month which 
took them through Ecuador, Colombia, 


spots 


tura only adds to the confusion. 


Trade notes 

@ @ Happiness came to the Siegfried 
family when word was_ received that 
John’s son-in-law, Earl Early, a prisoner 
of the North Korean Communists since 
November, 1950, was released just four 
days before the close of the exchange of 
prisoners. 

There were many anxious 
John’s daughter, Mary Helen. It was a 
year before she received a letter from 
her husband. Then his name did not ap- 
pear on the list of prisoners to be re- 
leased, and she did not know, almost to 
the last, that he would return to his home. 
Earl is a master sergeant. They have 
a daughter, Mary Caroline. 

@ @ Peter Busch has retired from the 
Jones-Theirbach Co. after 58 years with 


days for 


ee WwW. R. Grace & Co. of New York, 
has organized its regional operations into 
subsidiary corporations. That part of the 
company with head-quarters at San Fran- 
cisco will be known as Grace & Co. 
(Pacific Coast). There will be Grace & 
Co. (Central America), ete. William V. 
Lynch, formerly assistant manager, will 
be vice president of the new corporation. 
L. H. Okell is president. 

@ ® Charlie Martin, of Henry P. Thom- 
son, Inc., is returning to his office after 
an illness of about six months. He says 
he feels fine again, and the boys are all 
glad to see him. They especially missed 
his droll cockney stories. 

8 ® Clarence Hennessey, of Naumann, 
Gepp & Co. Inc., Santos, was a visitor 
in San Francisco. He was here to place 
his boys in a San Rafael school. He 
made his business headquarters at the 
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At the Grace Line outing. From left: Ashton LaFaye, E. A. Johnson, 
William V. Lynch, James A. DeArmond, Robert Quinlan, N. F. Hop- 
ping, Harry Thompson, Lloyd Thomas, George R. McCord, Wilbur 


Weldon H. Emigh Co., Inc., representa- 
tives for his company on the Coast, 


Grace Line party 

@ 8 The Grace Line held its fifth an- 
nual lunch, golf, and dinner coffee party 
at the Orinda Country Club. The day 
was hot and overcast, but that did not 
stop a lot of good golf—and to cool off, 
all you had to do was to sign your name 
and “Grace Line” to a check for any kind 
of cold drink you desired. 

Coffee men are golfers. It seems to 
be their most popular recreation, so they 
made the most of a popular course. 

The winners were men who rate high 
as golfers. First low gross went to 
James DeArmond, J. A. Folger & Co., 
80; Second low gross, William V. Lynch, 
Grace & Co., 81; third low gross, Ernie 
Kahl, 85, and fourth low gross, Cedric 
Sheerer, 86, both with Ruffner, McDowell 
& Burch, Inc. 

First low net went to both Ed Man- 
ning, Manning’s, Inc., and Fred Shroeder, 
Internatio Rotterdam, Inc., a tie with 59. 
Second low net was Edgar J. Malmgren, 
Geo. W. Caswell Co.; Bob Quinlan, B. C. 
Ireland, Inc.; Norman Johnson, E. A. 
Johnson & Co.; and Douglas Wood, J. 
Aron & Co., Inc., all tied with 64. 

After showers and an appetizer or two, 





the boys had a wonderful dinner. D. N. 
Lillevand, general manager of the Grace 
Line at San Francisco, thanked ail 
present for their participation on behalf 
of his line and the Johnson Lines. 

Ed Johnson decided to extol the achieve- 
ments of the West and proceeded to 
make a speech to that effect. Building 
up further, he said that the party showed 
the high esteem in which the Grace Line 
held coffee men and the industry. To 
top it off, he asked that Harry Thompson, 
Harry March, D. N. Lillevand, Captain 
O. Dalngren and George R. McCord rise 
as hosts of the party and accept the 
plaudits of the assembled coffee men. 

Governor Don Gillfillan, of the 
Marshall Islands, was introduced and he 
paid a tribute to the representatives of the 
Grace Line in Latin America, who had 
earned for the company a reputation for 
integrity and fair dealing. 

Guests from out-of-town were Raul 
Salaverria, a prominent coffee grower 
and banker of El Salvador; Ashton La- 
Faye, coffee broker from New Orleans; 
Carlos Abreu, of Brazil; Bill Norton, of 
Los Angeles; and Carl Lincoln, with Otis 
McAllister in Seattle. 

The WSTA picnic was held at the San 
Mateo Memorial Park. It was a famils 
gathering of tea men and their friends. 
The day was beautiful and the spot ideal. 





Hughes, William Morton, Jack Mooney, Norman Johnson, Richard 
Willcutt, Sprague Johnson, Harry Thompson (not in golf togs, this 
time), George Littlejohn, F. L. Hardy and W. S. Edgar. 


Nobody went thirsty, and everybody en- 
joyed a fine steak dinner. 

The afternoon started off with the 
traditional horseshoe game. Hero of the 
day was L. E. Binsacca, of M.J.B. He 
carried along a limping partner who had 
little to contribute by way of ringers or 
anything else. The prizes were two 
bottles of the finest. One explanation of 
Binsacca’s skill is that he is traffic man- 
ager at M.J.B., and he knew how to route 
the horseshoes on a course right to the 
stake and then wrap them around for a 
ringer. 

Mrs. Charles Montague had charge of 
the games for the kiddies, and there were 
plenty of them. Mrs. George Sequera 
guided the women’s games. Marion 
Sanders, of Standard Brands, officiated at 
the horseshoe games and acted as an- 
nouncer when the prizes were awarded. 
This he did with great éclat. 

Werner Lewald, of the Transpacific 
Transportation Co., gave $10.00 and Jo 
sransten, of M.J.B., gave a steam iron 
as gate prizes. Bingo prizes were fur- 
nished by the companies of the members 
present. 

Over all these activities was the guiding 
hand of Ed. Spillane, chairman of the 
event and the individual who kept things 
rolling in high. 





At the Western States Tea Association picnic. 
Sanders, Antohn Apton, Wallis Riese, Thomas Moss, Carleton Corey, 
Howard Kilbride, Jr., Neil F. Hopping, John Cognetta, picnic chair- 


Los Angeles 
By VICTOR J. CAIN 


@ e@ Mr. and Mrs. H. O. Knecht and 
Mr. and Mrs. Ralph Thomas just re- 
turned from a short vacation which 
took them to Yellowstone Park, Bryce 
Canyon, Zion Canyon and Grand Can- 
yon, with several other way points 
both before and after these ports of 
call. They all enjoyed themselves to 
the fullest—and without any mishap in 
their travels of 3,600 miles until they 
were practically home, at which time 
the rear-end universal joint of the car 
gave way. So with no difficulty at all, 
Herb called a taxi and in a matter of 
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From left: Marion 


minutes was on the way home, only a 
matter of a few miles. 

eewW. J. “Bill” Morton had as _ his 
assistant, in the absence of Vic Cain, 
his son, William R. Morton, better 
known as Bill. Bill was home on 
summer vacation from college and six 
weeks of Reserve Officers Training, 
and eager to learn the intricacies of the 
coffee business. Under the tutelage of 
his tather, he went through a_sub- 
apprenticeship, and he hopes on com- 
pletion of his course at Colorado Uni- 
versity to follow in the footsteps of 
his Dad. 

8 8 Otto Goldschmidt, of the De 
Hope Goldschmidt Corp., New York, 
City, visited Los Angeles for a week- 


man Ed Spillane, L. E. Binsacca, Wilbur Hughes, J. Mahoney, John 
Siegfried and Manuel Sequeira. The day for the picnic was beautiful 
and the spot ideal. 


end, and held over for a day or so to 
call on the trade. 

@ e@ Mr. and Hrs. Earl Lingle, of the 
Lingle Bros. Coffee Co., president of 
the Los Angeles Coffee Club, spent a 
few days at a “dude ranch” in Victor- 
ville, Calif. 

@e@ Mr. and Mrs. Georpe Koppel of 
Koppel Bros., Wilmington, Calif. took 
off for a vacation at Feather River, 
Calif., in search of good fishing and a 
much needed rest. Later, they re- 
turned via San Francisco to call on the 
coffee trade. 

@ @ Mr. and Mrs. Charles E. Mack, of 
the E. B. Ackerman Co., Inc., recently 
returned from an extended vacation. 

(Continued on page 55) 
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By W. McKENNON 


@e@ One of the major coffee com- 
panies here has instituted a king-size 
promotion in New Orleans. The com- 
pany is giving Westinghouse appliances 
to housewives who have either of their 
brands on the shelf when a company 
representative knocks at the door. 

The appliances include refrigerators, 
washers, dryers, television sets, toasters 
and clocks, and several are given 
away each night. 

The program was begun early in 
September and will continue for 14 
weeks. Representatives cover several 
sections of the city each night during 
the hours between 4 pm and 6 pm. 
They knock at the doors of New Or- 
leans homemakers, asking if either of 
the advertised coffees is in the house. 
If one is produced, a Westinghouse ap- 
pliance is awarded. Extensive news- 
paper advertising accompanies the pro- 
motion, which has created a tremend- 
ous amount of consumer interest. 

8 8 Mr. and Mrs. Wilmer von Gohren 
have returned from a vacation trip to 
Mentone, Alabama. 

@® ®8 Announcement of the association 
of Harry D. Hamilton with the Doug- 
las Guardian Warehouse Corp. and 
the Douglas Public Service Corp., New 
Orleans, was made by John J. Voelkel, 
president of the two firms. Mr. Hamil- 
ton entered the warehouse business 28 
years ago, with Douglas. 

@ ® Funeral services for Captain Theo- 
dore J. Broekman, retired marine su- 
perintendent of The Royal Netherlands 
Steamship Co. office in New Orleans, 


were followed by a high requiem mass 
at the St. Catherine of Sienna church. 

Captain Broekman was a native of 
Groningen, Holland, and attended nau- 
tical school, joining the Royal Nether- 
lands Steamship Co. in 1911. After 
working his way up to master on their 
vessels, he was appointed operating 
manager of the line’s piers in Brook- 
lyn, New York. He was transferred 
here in 1948 as marine superintendent 
and retired in May, 1953. 

Survivors include his widow, Eliza- 
beth de Both; daughters Miss Helena 
3roekman and Mrs. Mary Griffin, San 
Antonio, Texas; a son, Theodore G. 
3roekman; three brothers and_ three 
sisters in The Netherlands and two 
grandchildren 
® ® Louis Cunningham, Jr., of Lake 
Charles, La., and Ashton Graybiel of 
Pensacola, Fla., have returned from an 
extensive trip which took them to 
West Africa on the Mississippi Shipping 
Co. line. The boys were winners of 
the National Propeller Club essay con- 
test in 1952 and 1953 respectively, and 
the trip was their prize. They report 
a sea voyage which they will never 
forget. 

@ @ The Green Coffee Association’s 
annual golf and gin rummy _ tourna- 
ment, was held at the Lakewood 
Country Club. FE. A. Lafaye was 
chairman of the entertainment com- 
mittee. 

@e@ Percy O. Davies, well-known 
planter and exporter of Guatemala, re- 
cently visited New Orleans, where he 
made his headquarters at W. D. Rous- 


sel & Ce , 


@ @ Alvin Zander has returned from 
a business trip to interior points in the 
interests of Zander and Co., Inc. 

® 8 Joan Henley has joined the office 
staff of the New Orleans Green Coffee 
Association, where she assists Claire 
Sauter, secretary. 

ee]. H. J. Ketelaar, coffee planter 
and associate of Cia. Holandesa, Guate- 
mala, visited New Orleans recently on 
his return from Europe. While here, 
he made his headquarters at the offices 
of Wilmer T. von Gohren. 

@ e@ Mrs. Neil O. McDuffy, for several 
vears on the staff at the offices of Wil- 
mer T. von Gohren, has returned to 
make her home in her native state of 
Florida. 

@ @ Mr. and Mrs. W. H. Kunz, of Los 
Angeles, spent several days in New 
Orleans. Mr. Kunz made his  head- 
quarters at the offices of Ruffner, Mc- 
Dowell & Burch while here. 


St. Louis 
By LEE H. NOLTE 


8 ® Invitations are being sent out by 
the St. Louis Coffee Club to the coffee 
and allied trades for the 100th anni- 
versary celebration of the Jas. H. 
Forbes Tea & Coffee Co., to be held 
at the Glen Echo Country Club in St. 
Louis County the evening of October 
20th. Cocktails will be served at 6:30 
and dinner at 7:30. 

Of course, it is going to be the out- 
standing event of the year, with many 
outstanding personalities attending. The 
100th year anniversary plaque will be 
presented by the Raymond G. Tucker, 
Mayor of the City of St. Louis. 


$100,000 coffee, tea set 
The sum of $100,000 was recently paid 
in Sweden for a gold coffee and tea set. 














Selling Agent 





WILMER T. von GOHREN | 
Coffee Broker | 


with access to coffee stocks of the entire market. | 


for reputable coffee exporters. 


“W. D. ROUSSEL & CO., INC. 


GREEN COFFEE 


HARD & RAND, INC. 





Agents for | 


306-307 Natchez Bldg. New Orleans 12, La. 


) Green Coffee Assn. of New Orleans 
Member: + The New Orleans Board of Trade, Ltd. 
International House 


Cable Addoun: 422 Gravier Street, New Orleans, Louisiana 
WIVGO 





| FELIX J. VACCARO | 


305 Magazine St., New Orleans 12, La. 
Cable Address: FELVAC Phone: MAgnolia 3688 


Special attention to the requirements of roasters' selections; 
quotations and samples submitted on request. 


REPRESENTING EXPORTERS IN: = 
Santos, Rio de Janeiro and Victoria, Brazil; Guayaquil and | | 
Manta, Ecuador; Managua, Nicaragua; Havana, Cuba; San | Equipment to buy? | 
Jose, Costa Rica; San Pedro Sula, Honduras; Ciudad Trujillo, | rr to ii 


Dominican Republic. 
Let the classified column of COFFEE 


Sub-Agent in Principal Markets 
ROASTERS REPRESENTATION SOLICITED AND TEA INDUSTRIES help you. 














C. H. D'ANTONIO & CO. 
Coffee 


| | BROKERS ° AGENTS 
|| 203 Board of Trade Annex, New Orleans, La. 
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the art in true fruit flavors 


(Continued from page 49) 





do not prohibit the addition of flavoring materials to fruit 
juices without declaring the product imitation. This is so 
skillfully done in some cases that they often come into 
this country as genuine fruit juice concentrates. The bulk 
of responsibility lies with the user, and the use of such 
products being declared mislabelled. If you cannot examine 
the fruit af its source, then a careful chemical analysis 
as well as organoleptic tests by experts are in order. In any 
chemical analysis, standards of domestic juices cannot be 
applied in all cases to the foreign juices. For example, 
juices that have been slightly fermented will have a higher 
acidity (volatile) and a lower sugar and solids content than 
the original juice as well as contain a small amount of alcohol. 

As we have mentioned, some foreign juices have a definite 
fermented character due to the partial fermentation of the 
juice. In many cases this partial fermentation accentuates 
the flavor, which it is not possible to obtain with domestic 
fruit wines where the fermentation is complete, and the 
characteristic flavor of the fruit is covered. The alcohol 
conten of these fermented juices is very low, indicating 
only a partial fermentation. This character is especially 


desirable in blackberry and to a lesser extent in raspberry 
and currant. Some people like this character in grape and to 
a slight extent in peach, apricot and cherry. Any suggestion 
of fermentation is undesirable in strawberry or pineapple. 

Givaudan ‘imports fruits or juices from at Icast six 
countries in Europe, South America, the West Indies and 
others, for blending with domestic varieties to give zreater 
flavor appeal and in some cases, greater economy. This 
blending of foreign juices with many varieties of domestic 
fruit represents the art in the preparation of fruit extracts. 
The best scientific principles are followed, of course, but 
no one standard method of preparation is used because a 
method of preparation must be devised to capture the best 
features of every fruit and variety of fruit. For instance, 
with one fruit we find the removal of pectins by enzyme 
action exceedingly difficult but very effectively accomplished 
in a high alcoholic medium. 

This accumulation of world-wide contacts and know-how 
combined with flavor artistry and the best scientific principles 
results in distinctive, authentic, economical fruit extracts 
geared for the product in which they are used and resulting 
in reasonably priced, distinctively flavored products for 
the user. We believe it represents a resurgence of the art 
in one industry where, in some instances, there has been 
a tendency to become “‘too scientific.” 





Chicago 
By JOE ESLER 


@ 8 Alvin Cohn of Continental Coffee 
Co. is in Seattle for a few weeks making 
his headquarters at the Commercial Impor- 
ting Co., their Seattle outlet. 

@ 8 The Food Institute of fowa_ will 
hold its annual convention at Cedar 
Rapids October 23rd and 24th. C. Orval 
Clark is president of the institute. 
eewW. F. McLaughlin & Co. held its 
sales meeting at the Palmer House last 
month. Charles Steele, vice president, 
presided. . They plan to concentrate on 
TV advertising during the fall and win- 
ter months. 

@ ® Orville Johler has been elected vice 
president of the IGA at the Chicago 
headquarters and John W. Doolen, as- 
sistant secretary and treasurer. 

@® @ Among the exhibitors at the pre- 
packaging convention at the Chase Hotel 
in St. Louis during the week of October 
4th, were Gaylord Container Corp., 
Exact Weight Scale Co., Union Bag and 
Paper Corp., ete. 

@ @ McCormick & Co. have three gift 
boxes for the holiday Each 


BETTER COFFEE 


can be made in 
Clean Equipment 


Write for a sample 
package of 


COFFEE URN 
CLEANER 


WALTER R. HANSEN 
P.O. Box 91, Elgin, Illinois 


season. 














OCTOBER, FFS3 


package holds fifteen to twenty McCor- 
mick items in standard pantry size, metal 
and glass containers. 

eeA. E. Staley Manufacturing Co., 
Decatur, Ill., is pushing the sale of Zest, 
a new seasoning to boost natural food 
flavors. 

@ ® Folger’s half-pound tins have met 
with good demand, the merchants report. 
we @ IGA stores are using IGA premium 
booklet, listing 81 premium items in 
certain territories, listing items from kit- 
chen appliances to bicycles. A specified 
number of cash receipts from an IGA 
store plus cash will bring the consumer 
the premium. 


Vancouver 


By R. J. FRITH 
eeThe W. H. 


Malkin Co., Ltd., 
Vancouver, announces that construc- 
tion of their new warehouse has begun 
on a site on Grandview Highway, Van- 
couver. The new building will be of 
one story, with provision for addi- 
tional storys. Plans for the firm’s ex- 
tensive tea and coffee production faci- 
lities will be announced later, it was 
said. 

ee Wesley C. Becker, of Chicago, 
came on to Vancouver while out West, 
later returning to his offices. His trip 
was as much for pleasure as for busi- 
ness. 

® ® Carl Lincoln, of Seattle, and John 
Beardsley, of San Francisco, both 
with Otis McAllister were renewing old 
friendships in Vancouver recently. 

8 8 William Rowe, of the Bunge 
Corp., San Francisco, came up to Van- 
couver as a passenger on the SS Mor- 
mackgulf. While here, he met Gene 
Heathcote, of the S. F. Pellas Co., San 
Francisco, and the Heathcote family, 


who had driven up the coast by car. 
Mr. and Mrs. Heathcote and_ the 
children then joined Mr. Rowe aboard 
the SS Mormacgulf to return to San 
Francisco. 


Los Angeles 


(Continued from page 53) 


They returned through San Francisco 
to call on their host of friends. 

® # Bill Morton, of W. J. Morton, 
Inc., made another of his trequent 
trips to San Francisco to see his many 
friends and to call on the trade in that 
area. During his stay in San Fran- 
cisco, W. R. Grace & Co. held their 
annual golf party at the Orinda 
Country Club for all of the coffee 
trade and allied industries. Of course, 
Bill, being a former Grace man in very 
high standing, was included. As usual, 
the feature foursome of Beack Rowe, 
Jack Mooney, Norm Johnson and Bill 
Morton were to be seen on the course- 
digging divots. From all reports, a 
very fine time was had by all. 





JOHNNY-ON-THE-SPOT 


the one and only, 
all-in-one 


portable 


electric urn 
boils water and 
brews coffee 
at its best! 


2 sizes: 5-gal. & 3-gal. 


fo installation-no gos | 
Convenient carry-case available 


no plumbing 
ss-aree)e- Ure) mae). l7-\, bm, ee 
321 Jelliff Avenue, Newark 8, New Jersey 


TRICOLATOR (CANADA) LTO., 22 COLLEGE ST,, TORONTO 
ONTARIO, CANADA 
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CLASSIFIED ADVERTISEMENTS 


Rates: Single Column '/2” $3.50; 1” $6.00 
2” $11.00; 3” $15.00; 4” $18.00 
Situations Wanted: 5¢ per word. $1 minimum. 


EQUIPMENT FOR SALE 


FOR SALE: 1—Pneumatic Scale 60/min. 
Packaging Unit. 2—Jabez Burns 4-bag 
Coffee Roaster, complete with blowers, ex- 
hausters, cooling trucks; Standard Knapp 
Auto Gluer-Sealer & Comp. belt; 1—Model 
A & 1 Model B Transwraps; 2—6” Bright- 
wood Box Machines, m.d.; Roball Sifters; 
Mikro Pulverizers; Mixers up to 7,000 Ibs. 
Partial listing. What have you for sale? 
CONSOLIDATED PRODUCTS CO., INC., 16- 
19 Park Row, New York 38, BArclay 7- 
C600, 





FOR SALE: One Burns #24 Granulizer in 
good operating condition, Complete with 
motor. Address Box 50, c/o Coffee and Tea 


Industries 





FOR SALE: Automatic Scale Co. Filler 
Serial 4751-8 used to fill coffee in one and 
three pound cans——-no can no fill—chain 
shaker conveyor—excellent condition—built 


1949 reasonable for prompt sale. Also bucket 


elevators and bins (one or two story oper- 
ation) and normalizer by Burns. Also Fitz- 
patrick water-jacketed mill late model like 
new The Harrison Co., 601 W. 26th St., 
New York 1, N 


FOR SALE: One Burns smokeless Thermalo 
roaster used 6 months Excellent condition. 
P. ©. Box 2377, Terminal Annex, Los Angeles 
54, Calif 


EQUIPMENT WANTED 





WANTED: Packaging Line, Labeler, Cap- 
per, and Mixer. Address Box 147, care of 
Coffee and Tea Industries. 


SITUATION WANTED 


Experienced coffee man desires green coffee 
sales opportunity on Pacific Coast. Refer- 
ences furnished Address Box 60 c/o Coffee 


and Tea’ Industries 


Coffee with muscle 


One bit of the homeland that is carried 
with Greek sailors wherever their ships 
may go is their coffee. Joe Carmichael 
reported recently in the Corpus Christi 
Caller, 

To a person brought up on American 
brew the muddy Greek beverage tastes 
as though it is made of chunks of the 
homeland itself. 

The recipe for “Mocha” coffee, as it 
is made aboard the freighter Theokeetor, 
is a simple one. Mix one teaspoon of 
coffee with teaspoon of sugar and 
one demitasse cup of water. Then boil 
the mixture a couple of times and + offee 


one 


is ready. 

George Raissis, steward, pointed out 
that a very special grind of coffee is neces- 
sary 
solution. 

The coffee bean must be pulverized al- 
most to the consistency of talcum powder, 
so that it will blend with the sugar and 
water. 

Even though the coffee is powdered, 
even though it is stirred and boiled, not all 
is dissolved in the water. At the bottom 
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for Mocha coffee, as he called the 
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of the black, syrupy drink always lingers 
a half-inch deep bog of grounds. 

Mocha coffee, instead of being anemic, 
has strength and vitality to it. A man 
knows he’s drinking a cup of coffee when 
he ties into a demitasse of the real Greek 
brew. 

Turkish and Arabian coffee is just the 
same, Mr. Raissis explained. Maybe that 
also explains the common characteristics 
of Arabs, and Turks that has 
given them the reputation of being fear- 


COPFEE & TEA 


Greeks 


INDUSTRIES 


less fighting men. 

Crewmen as well as officers take coffee 
breaks at 10 a.m. and 3 p.m. 

Mr. Raissis said the Theokeetor’s crew 
of 25 


powdered coffee a week—more than half 


men consumes about 15 pounds of 


a pound for each man. 

Although that isn’t much different from 
the amount Americans use, the sons of 
Hellos actually consume most of their 
coffee. They have no grounds to throw 
away. 
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_ COFFEE 


electronic 
sorting... 


vs Sets New Standards 


® for UNIFORMITY 
and QUALITY 


A revolutionary new sorting process, electronic sort- 
ing, vastly improves and controls the quality, uniformi- 
ty and purity of the Coffee you buy—and adds further 
meaning to the words Custom Built. 


Now, for the first time, Otis McAllister offers roast- 
ers Custum-Built coffee that has been sorted by the 
Electronic eye, and is Roaster Ready. This means that 
every bean can go directly into your roasting machines. 


Equally as important there is no waste for these cof- 
fees are free of impurities—are 100°% useable. 


Producers of 


Don Carlos Medellins ¢ Otis Armenias ¢ Otis Manizales 

Rollo Bucks ¢ Otis Coatepecs ¢ La Verbena Costa Ricas 

Pastores Guatemalas ¢ and other Central Americans 
Venezuelans 


And those team-mates of quality 
Genuine Custom-Built Vintage Bourbons 


OTIS MSALLISTE R 


310 Sansome St. 510 N. Dearborn St. 321 International Trade Mart 837 Traction Ave 129 Front St. 228 Ki +. t 
SAN FRANCISCO 4 CHICAGO 10 NEW ORLEANS 12 LOS ANGELES 13 NEW YORK 5 TOR NTO . 


| Main St., HOUSTON 216 S. 7th St., ST. LOUIS 2 Pier 59, SEATTLE | 














